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Duo=-Service Floodlights 


help sell these jobs. Installations are going in everywhere. This two-in- 
one floodlight provides uniform general illumination of the yard or service 
area, while at the same time spotlighting the exterior of the building to a 
higher intensity. Uses one 750, 1000 or 1500-watt Mazda lamp. 


Benjamin advertising to service stations and electrical contractors is open- 
ing up new opportunities everyday. You can cash in on this rich field by 
pushing Duo-Service Floodlights. Write today for full information. 





There is a Benjamin 
Floodlight for every 
kind of floodlighting 
job—Sport and Recrea- 
tional, Buildings, Indus- 
trial Yards, ete. 





Benjamin Electric Mig. Co. 
General Offices and Factory: 


Des Plaines (Chicago Suburb), Ul. 


New York: 247 W. 17th St. San Francisco: 448 Bryant St. 
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ELECTRICAL WHOLESALING 





SERVING THE EXECUTIVES AND SALESMEN OF ELECTRICAL WHOLESALERS AND SPECIALTY DISTRIBUTORS 


HOW THOSE DOLLARS 
ARE “DROPPING IN” 


“DROP IN” 
IS A HIT!... 


@ “DROP IN” is the Spring activity 
to sell Edison Mazpa lamps... and it 
is certainly doing just that. Reports of 
increased sales at a profit are coming in 
from every type of store. They all say it 
is a sure-fire-seller. Many of them state 
that it is the most effective plan for in- 
creasing lamp sales that has ever been 
presented to them. If the ‘‘DROP IN’”’ 
plan isn’t working for your agents, they 
are missing a heap of lamp sales, for 
February proved that the ‘DROP 
IN” plan rings the bell for every 
one who uses it. No guess-work about 
it. It actually does make the dollars 


and the customers ‘‘DROP IN’’. 








TWO MORE BIG 
“DROP IN” 
MONTHS 


@ See that your agents put 
“DROP IN”’ to work in 
March and April. It’s as easy 
to use as rolling off a log. 
Every step of the way is 
charted clearly. Every step 
is simple, natural, sound and 
logical. No big advertising 
expense. DROP IN” isasen- 
sible, business getting plan .. 
geared tosellandsellright now. 
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HOW THOSE CUSTOMERS 
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MARCH 
IS EASY CHAIR 
LIGHTING MONTH 


@ Thirty million printed pages in 
leading magazines .. . a network of 
56 N. B.C. radio stations . . . will tell 
this big story . .“‘make every chair an 
easy chair... with good lighting’’. 


Tie in with this drive. Concentrate on 
easy chair lighting. Tell your agents 
to see that every customer who comes 
into their store is told about the need 
for good light beside every easy chair. 
Make their window trims, their in- 
terior displays, their advertising, work 
for easy chair lighting in March. 





GET THE DROP 
ON COMPETITION 


@“DROP IN’ will put youragentsthree 
jumps ahead of competition. It will 
bring more customers into their stores 
... sell them more when they do come 
in. It will make their window displays 
more effective . . . sell the merchandise 


on their shelves . . . sell lamps... and 


make PROFITS for them and for you. 


GET YOUR AGENTS IN 
ON “DROP IN” 


@ There are two full months of ‘‘Drop 
In” ahead of lyou. And they are good 
months for lamp sales. When you and 
your agents take advantage of the 
stimulation that this spring activity 
affords, you will be making the most 
of the sales opportunities ‘‘Drop 
In”’ creates. If you do not have full 
particulars, write to General Electric 


Company, Nela Park, Cleveland, Ohio. 





EDISON MAZDA LAMPS 
GENERAL ELECTRIC 
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To Specialty Distributors Seeking 
New Profits 


TRY a Sens in 
your home for a week 
—FREE 


To specialty distributors in certain select territories, where 
the Conover franchise is still open, we make the following 
offer: try a Conover Electric Dishwasher for a week, at our 
expense. Put it to the most severe test—in your own 
kitchen, with our own dishes. Check its quality materials, 
its sturdy construction, its simple operation. 





Then, answer for yourself the questions, ““Does it work? 
Is it practical? Will it sell?” Ask your wife these same 
questions after the Conover has done the dishes in your 
home every day for seven days. 


ACCEPTED AND APPROVED 


Thousands of users enthusiastically attest the practicality 
and efficiency of the Conover. It is sold by hundreds of 
leading utility companies, department stores and electrical 
dealers. It is approved by Good Housekeeping Institute, 
Delineator Institute and other tesing agencies. 


Back of this widespread and authoritative endorsement 
are a number of exclusive features—originated by the Co- 
nover Development Laboratories. This is a permanent de- 
partment of The Conover Company. Continuance of its 
sound and progressive engineering and research assure valu- 
able support to Conover dealers. 


Distributors of electric refrigerators and other kitchen 
appliances will find the Conover a logical addition to their 
line. This is true because refrigerator customers are easily 
A Complete Line interested in dishwashers. Also Conover peak sales occur 

in May, October and December. 


Selling at $9950 and up Write Today. Tell us the exact territory you cover. If 


the franchise is still available, we will arrange to send a 


Above is shown the Conover AA-3. Handles 55 pieces of Conover to your home on consignment, without obligation. 
china plus silver. Admits water from faucet, measures it auto- 
matically, discharges it electrically. Rubber coated dishracks. 


Conover B-3 has same capacity as above but lower price. T H EF i O N OV E R COM PA N Y 


Conover TR-3 is a larger model for large families, small tea 


rooms, etc. Dept. EW-3 140 South Dearborn Street, CHICAGO 


CONOVER 6" DISHWASHER 


ITWASHES - RINSES - DRIES HOME DISHES AND IS SELF-CLEANING 
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Merchandising Profit—The Pivotal 


Issue 


RITING in the N.E.L.A. Bulletin for Decem- 
Wi: C. E. Greenwood, commercial director of 
that association, says “It is amazing that the 
solution advanced by the general merchandising trades in 
the controversy with the light and power companies, 
seemingly recognizes ‘merchandising profit,’ and who 


should get it, as the pivotal issue.” 


In our opinion merchandising profit is the pivotal issue 
and until utility executives recognize it as such, cooper- 
ative merchandising cannot be achieved and agitation for 
legislation forbidding utilities to merchandise will 
continue. 


Later in his article Mr. Greenwood says, “The (mer- 
chandising) job ahead is too great for the utility mer- 
chandising department acting alone. A mobilization of 
hundreds of stable outlets is needed.” Will these inde- 
pendent dealer outlets prove to be “stable” unless they 
are permitted an adequate merchandising profit? Cer- 
tainly, they will not. 


“From the electric utility viewpoint service is first” 
says this article. Service by the utility, as we see it, 
consists in supplying energy at as low a rate as possible 
commensurate with an adequate profit on the capital 
investment. Hence, it is necessary for the utility to 
secure as favorable diversity and load factors as pos- 
sible. This may be accomplished by the more general 
ownership and use of domestic appliances. For this 
reason many utilities have considered it good business 
to operate merchandising departments at a loss. 


Mr. Greenwood admits, however, that the utility mer- 
chandising departments cannot do the selling job alone. 
Therefore, let the utilities merchandise, if they feel their 
obligations to their consumers demand it, but let them 
put their merchandising departments on a profit mak- 
ing basis, exclusive of any consideration of profits from 
the sale of energy resulting from the use of the mer- 
chandise sold. And let them charge all those overhead 
expenses to this department which the independent 
dealer must meet from his gross margin on merchan- 
dise sales. Further, let this utility merchandise depart- 
ment handle all items that have passed beyond the 
development or pioneering stage. 


When has an appliance passed this stage? When 
consumer acceptance has been sufficiently developed so 
that it can be sold in satisfactory volume with that 
amount of sales effort which the independent retailer 
can afford to expend on a gross margin of between 35% 
and 40% of the retail selling price, then we believe an 
item is no longer in the pioneer class. 


Refrigerators, radios, oil burners, washing and iron- 
ing machines, vacuum cleaners, ranges, heating appli- 
ances and incandescent lamps have obviously passed be- 
yond the pioneering stage. 


Every business concern should invest a reasonable 
portion of its earnings in promotional efforts. The busi- 
ness of the utility is to sell kilowatt hours. The busi- 
ness of the wholesaler and dealer is to sell merchandise. 
To reconcile the different viewpoint of each group ELEc- 
TRICAL WHOLESALING suggests a segregation by the 
utility of its promotional and merchandising activities. 


ET the utility set up a department to promote the 
consumption of energy. Let the expenses of this pro- 
motional department be kept entirely separate from those 
of the merchandising department and let it be supported 
by the profits derived from the sale of energy. This 
department would have two functions. First, it would 
promote the sale and use of any products still in the 
pioneering stage. Second, it would promote the use of 
these products no longer in the pioneer group by coop- 
erative sales promotional activities. These activities 
would include local advertising, lectures, demonstrations 
and exhibits, preferably through the local Electric 
League, and would be of equal benefit to its own mer- 
chandising department and to the local wholesalers and 
dealers. 


With this segregation of its activities the utility would 
continue to render that service which it believes its con- 
sumers should receive and, at the same time, the general 
merchandising trades would be placed in a position to 
secure the merchandising profit to which they are en- 
titled. The primary objective of the utilities—the build- 
ing of appliance load—would then be realized through 
Cooperative Competition. 
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Name the wire and cable products 
that you use... WE MAKE THEM 
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ANACONDA 


‘\ 
PAT. OFF. 


/ 
REG.US. 








othe GRC Tue Anaconda line of wire and 


but these other 
Anaconda wire 


sanidblaaaatiiate cable products is complete. It includes the electrical 


Rubber-covered Wire... ; 
Flexible Steel Conduit . . . wires and cables that your customers use every day 
Duraduct Loom... Durax 
Sheathed Cable . .. Flexible 
Cords ... Antenna Wire... 
Annunciator Wire ... Lamp 
Cord . . . Lead Covered : 

ores ~ragge special conductors that you are called on to supply 
and enough others to total , : $ 
81 in all. Name the wires occasionally. On 81 different wire and cable products, 
and cables that you sell... 
we make them. 


in their regular work . . . and it includes the so-called 








the Anaconda spear-head stands for dependable quality. 





ANACONDA WIRE & CABLE COMPANY 


GENERAL OFFICES: 25 BROADWAY, NEW YORK 
CHICAGO OFFICE: 20 NORTH WACKER DRIVE 
Sales Offices in Principal Cities 
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Rail, water and air—Frank Parrish uses 
all three in covering this northern terri- 
tory for the Fobes Supply Co., Seattle. 
Before the advent of the aeroplane 
he frequently traveled by dog team 


i LASKA is the land of romance” says 
A Frank Parrish of the Fobes Supply 

Co., Seattle, and he ought to know 
for every spring and fall sees him on one of 
his trips to that country as a wholesaler’s sales- 
man. You will always find him somewhere 
up there on Labor Day, but he leaves no tele- 
phone number. He travels mostly by boat, 
sometimes by train and occasionally takes an 
airplane, especially as there are occasions when 
a plane will make a certain part of his journey 
in an hour or an hour and a half which might 
take him two to four days by boat. 

According to Parrish, there are only two 
“metropolitan” cities in Alaska—Ketchekan of 
4000 population and Juneau of 4500. The rest 
of the places are hardly more than villages 
where a salesman in the home country would 
hardly stop, but they believe in doing things electrically. 

Juneau is the capital city, where the government has 
completed a $2,000,000 Federal Building, by far the 
largest building in Alaska. Here lives the governor, 
George Parks, one of the real “he men” of the territory 
and known to everyone as “George”. Juneau is the 
most thriving city in the territory and here is located 
the Alaska-Juneau gold mine, largest in the world and 
the lowest cost producer. 

The little town of Skaguay is still of enough electrical 
importance to warrant being called on. In the early 
gold rush days it was.the entry point to the Dawson 
fields. In 1898 it had a population of 35,000 while 
today it can only count 700. But it is still renowned 
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Frank Parrish as he appears 

when on the job in Alaska. 

Other illustrations will be 
found on page !7 


because of the stories about Soapy 
Smith and his gang of despera- 
does. 

Sitka, oldest town in Alaska, 
was once an old Russian trading 
post and also at a former time the 
capital of Alaska. This city is 
served electrically by the Sitka 
Wharf & Power Co. of which W. 
P. Mills is the owner. 

Over across the Gulf of Alaska 
—800 miles of the roughest kind 
of water—is the city of Cordova, 
of 2000 population. This is the 
terminal of the Copper River & 
N. W. Railroad running to the 
famous Kennecott copper mines, 
richest on the continent. 

Seward, the government ter- 
minus of the railroad running 
through to Anchorage and Fair- 
banks, has a population of only 
800 and is the outfitting point for 
big game hunters and mining men. 

Anchorage, with 2500 people, 
was built by the government and 
is said to be the only well laid out 
city in the territory. It is situated 
on a flat plateau and the streets 
are laid out symmetrically. This 
is where Jack Chovin, boyhood 
friend of Henry Ford, started an 
electrical contracting business 
when the town was laid out in 
1916. They have a municipal plant there but the cur- 
rent is bought from the Anchorage Light & Power Co., 
which recently installed a 1000 K.V.A. hydroelectric 
plant and has only two customers, the city and the gov- 
ernment. 

Leaving Anchorage, the salesman must stop at the 
government hotel in Curry overnight arriving in Fair- 
banks the following night. This city is situated in the 
gold center of Alaska and has always been a prosperous 
placer camp. Recently the Fairbanks Exploration Co. 
consolidated the various units and now all the work is 
done on a big scale with electrically operated dredges. 
They develop their own electrical power and also supply 
the city. Here you will find (Turn to page 22) 
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RALPH A. WHITFORD 


The precautions taken to prevent credit losses from 
his contractor customers, combined with a policy of 
working with them to increase sales, have maintained 
profits and made salary reductions unnecessary for 
this independent wholesaler 





By RALPH A. WHITFORD 


Sales Manager 


ReQua Electrical Supply Co., Inc. 
Rochester, N. Y 


Forestalling Credit Losses 


on Contractors’ Accounts 


wreathed in smiles and began to place a nice large 
order for materials. Although we smiled back and 
congratulated him on his good fortune in getting such 
a fine job at this time, we were suspicious even though 
this man was strictly honest and had a fair credit rating. 

“What kind of a job is it?” we asked him, also “Who 
is giving you the contract?” On receiving this infor- 
mation we stopped to look into the matter and the in- 
formation we secured verified our suspicions. The man 
for whom the contractor was doing the job had abso- 
lutely no credit rating and had in the past used every 
known method to avoid paying for work done. That 
was as far as this order went. We recommended to 
this contractor that he obtain payment in advance for 
materials or turn down the job for if we are to be suc- 
cessful wholesalers we must deal with successful con- 
tractors. They in turn must deal with people who are 
able and willing to meet their obligations promptly. 

Contractors, like everyone else, are of all classes. 
There are intelligent and honest contractors who require 
very little advice from the wholesaler. Again, there 
are contractors like the one above mentioned—honest 
fellows who are a mark for the unscrupulous. And 
third, there are those about whom the wholesaler must 
think twice before selling under any conditions. 

To select the right kind of contractors, those who 
should receive credit, we consider several things, in- 
cluding our personal knowledge of the man, local credit 
ratings, financial statements, agency reports, etc. Always 
with a new man we are conservative in the amount of 
credit extended and we are quick to get at the bottom 
of things when trouble appears to be in the offing. 
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ik other day a contractor came into our store 





Then too, we watch carefully the notices of mort- 
gages, real estate transfers, and assignments. Not long 
ago it came to our attention that one of our customers 
had placed all his property in his wife’s name. “Why?” 
we asked ourselves, and finding no satisfactory reason 
we closed his account. No need for comment on this, 
save that careful reading of the legal news has enabled 
us to save a considerable amount of money through re- 
fusal to extend credit. 

When a contractor gets behind in his account we are 
often able to consult with him and help him out of his 
difficulties with the proper suggestions. If we can see 
no justification in his attitude we place him on a cash 
basis. This can be done with a contractor in a diplo- 
matic way that will keep him as your friend. Usually 
we appeal to him as a business man and impress him 
with the fact that a good credit standing is his biggest 
asset. 

Another point in collecting from slow accounts is 
that the customer is usually shocked at the total of his 
bill and doesn’t see how he can pay it all at once. How- 
ever, it is not so difficult for him to pay so much per 
month, and we do insist on the promise of regular pay- 
ments of some reasonable and definite sum. So much 
for credit. 


E also have our convictions about salesmen and it 

has always been our belief that high grade men are 
less expensive than cheap help, so in addition to having a 
credit manager whom we believe to be among the best, 
we also have the most capable salesmen obtainable. 
Moreover, up to the present time we have been able to 
avoid cutting salaries of any employes. This has helped 
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The nerve that leads to the brain 
from the eye is 22 times stronger 
than that leading from the ear. This 
fact accounts for the complete dis- 
plays maintained in the showrooms of 
the ReQua Electrical Supply Co. 


to keep up our morale. A salesman draw- 
ing a good salary naturally has more pep 
than the man who has received a cut, and as 
long as the men bring in the business we are 
glad to pay them as much as is justified by 
profits that they have made for us. 

Salesmen should be trained to think not 
in terms of orders but of jobs. They learn 
what the job is first and then begin what 
they believe to be the correct layout for it. 
When a man orders wire they, of course, 
make sure that he has conduit fittings and 
other items that are associated with the par- 
ticular job. He follows later for the finishing materials. 

Contractors are in the habit of depending upon us to 
take care of their requirements and help in laying out 
jobs and we are glad to do this. Sometimes they even 
go so far as to call us to ask about code rulings and we 
always stand ready to give them this information, even 
though every contractor should be fully capable of look- 
ing up rulings for himself. 

Selling advertised brands on which we have exclusive 
distribution is one of the basic policies of this company. 
Not only do our men impress upon the contractors the 
values offered by these lines, but we follow through to 
the architects and heating and ventilating firms as well. 
Some wholesalers will question whether they can afford 
to spend time in making calls on those who are not actual 
buyers, but only an influence in buying. The answer 
in our case speaks for itself. We have not cut salaries. 
We discount our bills. We do missionary work with 
the architects. Perhaps we would have made more 
money by passing up this missionary work. However, 
we have always believed that to produce the heat of 
results one must first 
fill the stove with 


A sales calendar is given to the salesmen each 
month showing items to be pushed during the 





washer, for instance, has a larger wringer roll just as 
machines had years ago. So, the salesman must learn 
the queer kinks of human nature in his customers 
before he goes too far in a selling program. 

He must know, too, the application of his products 
to the needs of his particular customer’s jobs, and be 
able to offer suggestions and reliable information. In 
place of selling a particular appliance or wiring device 
the salesman must sell ease of installation, less man 
hours, increased profits, better turnover and customer 
satisfaction. 

Then, too, a nose for news is valuable for the sales- 
man as well as a reporter. Often he is able to pass 
along some valuable business tip that will help two of 
his customers. As an illustration, if one of our sales- 
men is calling on a manufacturer of neckties, and if he 
has the confidence and friendship of this manufacturer 
he will probably learn if the manufacturer is planning 
to place among his customers a display case for his 
goods. If this is the case our salesman would proceed 
to sell the lights and wiring devices that went into the 
display case, then he 
would suggest that 
another one of his 


plenty of honest ef- 
fort. 

In doing missionary 
or any other kind of 
selling the salesman 
must know every sell- 
ing point about his 
goods, but he should 
not in every case dis- 
cuss with the cus- 
tomer each selling 
point. Experience has 
taught us that though 
some points are actual 
they are not regarded 
so by certain custom- 
ers, and to stress these 
points will only cause 
antagonism with the 
argumentative cus - 
tomer. A new type 
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entire month together with special lines to be 
featured each week 
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customers in a wood- 
working plant would 
be a good man to see 
for prices on thecases 
and perhaps he might 
know of a contractor 
who would be a good 
man to do the wiring 
on the job. In follow- 
ing this plan to the 
greatest possible ex- 
tent we do our best to 
keep our customers in 
the circle of prosper- 
ity. To borrow a time 
worn old word, it is 
service that keeps the 
business running. 
Service includes 
(Turn to page 19) 
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Which Customers Are Profitable? 


This is the third and last of a series of articles describing 


how, by a simple method of distribution cost accounting, the 
wholesaler can determine which are his profitable commod- 


ities, accounts and territories 


HE further we analyze the Department of Com- 
a. merce’s “Distribution Cost Study” of an electrical 

wholesaler the more we come to realize what a 
poor example of an electrical wholesaler was selected by 
the Department and the N.E.W.A. for this study. 

In a previous article we showed that all orders for 
less than $25 were handled at a loss at the average gross 
profit rate of 16.68%. In carrying our study further 
to determine which individual customers were profitable 
to this house the first factor to be considered is the 
average size of each customer’s order. 

This brings out the startling revelation that over 80% 
of the customers served by this wholesaler were unprof- 
itable from the standpoint of size of average order alone. 

In the table on this page customers are grouped ac- 
cording to the size of their annual purchases. This, by 
itself, however, does not indicate degree of profitable- 
ness. For example, two customers may each have an- 
nual purchases of $500. One may have made only 10 
purchases of $50 each, showing the house a satisfactory 
profit. The second, on the other hand, may have made 
50 purchases of $10 each with the result that he was 
served by the wholesaler at a loss. 

Therefore, in our table, we also show the average 
order for each customer group. Only for the last group, 
customers purchasing in excess of $1,000 a year each, 
are the average orders above the $25 line. Out of 367 
customers, only 70 or less than 20% purchased in quan- 
tities sufficiently large to enable their orders to be filled 
at a profit. On the other hand 187 customers, slightly 
over half the total, bought less than $50 each and the 
average order for this group was only $7.02. To a very 
large extent this wholesaler was attempting to conduct 
a retail business on a wholesaler’s margin of profit. 

Distribution cost accounting makes available a wealth 
of information concerning individual customers. They 
can readily be grouped together according to customer 
type and territory. Both total purchases and gross mar- 
gin of each commodity by contractor-dealers, contrac- 
tors, dealers, industrials, utilities, municipalities 
and commercial accounts are shown in detail in 


the home state and portions of two other states. The 
home county accounted for 48% of total sales, two 
counties yielded 5% each, eight between 1% and 5% 
each while less than 1% of total sales came from each 
of the remaining 29 counties. 

The method of distribution cost accounting employed 
made readily possible a breakdown of sales in each 
county into salesmen’s orders, house business, and mail, 
wire and phone orders. This revealed the fact that the 
more distant the county the more active was the sales- 
man. The report recommends that certain counties be 
dropped and the efforts of the salesmen devoted to an 
increased cultivation of the counties nearer at hand. 


NOTHER factor which determines to a large ex- 

tent the profit derived from an individual account 
is the reimbursement or collection expense involved. 
Capital invested in accounts receivable must be turned 
over with reasonable speed just as the wholesaler’s in- 
ventory of merchandise must be kept turning at a satis- 
factory rate. 

Therefore, customers who regularly discount their 
bills are, other things being equal, those from whom the 
wholesaler derives the highest profit. Those who take 
long terms must not only give the house a sufficient gross 
profit volume to show a net profit at the average oper- 
ating rate, they must also be charged with an additional 
cost representing the interest on the amount outstanding 
for the extra credit period. 

For example, if a wholesaler turns his total accounts 
receivable on an average of every 45 days, but has cer- 
tain customers who are chronic 60 day accounts, then 
he must take this extra 15 day period into considera- 
tion. The gross profit volume of each slow pay account 
must also be sufficient to absorb 15 days interest on the 
amount outstanding. And even this is not a true meas- 
ure of the added cost to the wholesaler of slow pay cus- 
tomers because he should be able to earn much more than 
the usual 6% interest charge if (Turn to page 19) 





the government’s report. 
A study of the business obtained in each coun- 
ty is also presented. This particular house ap- 





parently still labored under the delusion that to 
be a wholesaler it must travel its men far and 
wide. There was no attempt, apparently, to keep 
its salesmen within the boundaries of its economic 
territory. In fact, it appears most doubtful that 
the executives, themselves, had any conception of 





ANNUAL NUMBER OF AVERAGE 
PURCHASES CUSTOMERS ORDER 
Under $50 187 $ 7.02 
$50 to $100 24 16.37 
$100 to $500 66 19.66 
$500 to $1,000 20 16.21 
Over $1,000 70 30.33 











the existence of such boundaries. 
The territory covered included 39 counties in 
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Selling Department Stores 
Their Maintenance Needs 


By IRVING PROTOSS 


President, Irving Electrical Supply Co. 
New York City 


ing electrical goods to department 

stores for maintenance is a wide 
knowledge of every conceivable item 
on and off the market. Who makes 
it, or did make it? Who here in the 
city has a stock now? If there is no 
such article to be had then who has 
something that could be substituted ? 
Substitution of course is only for re- 
placement of very odd items that are 
no longer available. When an order 
comes in for standard goods that is 
exactly what should be sent to the de- 
partment store. 

These stores have their own trained 
buyers and engineers who have very 
definite ideas of the goods wanted and 
the surest way to be cut off the list 
of the department store buyer is to 
send some brand other than specified 
on the order. They are always open 
minded to changes and improvements 
in certain lines but selling these should 
be done in an ethical manner, first 
showing the article to the purchasing 
agent, then if advised, demonstrating 
it to the chief electrician. For the 
most part, however, the manufactur- 
er’s missionary men do the initial sell- 
ing on their products while we take care of the follow-up. 

The department store maintenance market is in many 
respects similar to the industrial market and if anything 
is even more insistent on quality merchandise. Not 
only for the reason that they buy on a basis of cost 
compared with the service rendered but because many 
of these articles are seen by the customers of the store. 

Department stores buy almost any item that is found 
in any electrical supply stock and it is difficult to suggest 
any particular items that are adapted to this type of 
account. Securing goods for them is an art in itself. 
Their own purchasing agent has a shelf full of catalogs 
but that is perhaps the least important step in locating 
goods. The question is not so much who makes the 
article as who has it in stock right now so that it can 
be picked up for immediate delivery. 

In rendering quick service on the smaller items for 
department store use, we employ five boys who are sent 
to sources of supply and then to the final customer. 
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7 HE principal requirement in sell- 





Department stores demand 
everything from burglar 
alarm sirens to fan brushes. 
Their big problem is to ob- 
tain their varied needs on 
short notice. That's where the 
service of the wholesaler fits 
in, according to Mr. Protoss 


Perhaps the depart- 
ment store purchasing 
agent phones us for some 
replacement item that 
has not been actively sold 
in fifteen years. Cata- 
logues will not be of 
much help in this case. 
With a broad knowledge 
of sources of supply and 
what they carry, we nar- 
row down search to one 
or two firms. 

Then we talk to the 
“old man” in the organ- 
ization. By that I do 
not mean old in years 
necessarily but old in ex- 
perience. This chap has 
a memory of every item 
handled by the firm since 
they blew up the Maine. 
In the case of glass-ware 
for lighting fixtures he 
may recollect that there 
is a mold for the desired 
item lying to the left of 
the boiler room. He 
could put his finger on it 
right now. Then he has 
some lesser employee 
with a poorer memory 
assigned to the task of 
getting his fingers soiled 
with the dust of an- 
tiquity in bringing to 
light the mold. 

If there is no more of 
a particular item he 
knows of another item 
that would fit that par- 
ticular fixture or what- 
not and this is presented 
to our customer for ap- 
proval. 

Often a _ wholesaler 
can sell several departments of the store. We have one 
such account that has separate buyers for the main- 
tenance, supply and lamp departments. Salesmen solic- 
iting this type of business should bear that fact in mind 
in calling on these accounts. 

The customer could not possibly find for himself the 
thousands of items he asks us to get for him. For that 
reason he is willing to pay a fair price for these items 
to fill his immediate needs. We frequently have to make 
three or four phone calls in locating the item for the 
customer and then there is the time of the boy in calling 
for and delivering the goods. Consequently it is vital 
that we secure a fair margin of profit for such service. 

Frankly, we like selling goods for department store 
maintenance. Not only do they appreciate quality goods 
but they appreciate quality service. In selling them we 
do not have to compete against firms that use sharp 
business practice because such firms never get business 
from them. If the goods wanted (Turn to page 20) 


Irving Protoss 


It 











v 


Store front and display room, 
Willamette Valley Supply Co., 
Salem, Ore. 


A Curbstoner Specialist 


By HENRY W. YOUNG 


Pacific Coast Representative, 
ELECTRICAL WHOLESALING 


unethical about that, I am the one that has got to 

stand the gaff. My ambition is to build up an elec- 
trical supply business and a start has got to be made 
somewhere. Having to start in a small way, I am 
obliged to deal at first with the small units in the trade.” 
So says E. J. Summerville, president and general man- 
ager of the Willamette Valley Supply Co., of Salem, 
Ore., and he is to be admired for his frankness. He 
further says: “It is my belief that the curbstoner will 
always be with us and will always be served by some- 
one. Therefore, because I had to start in a small way 
and at the same time wished to definitely specialize in 
some direction, I selected this very type of contractor 
as the objective of my specialized effort. Nobody, you 
might say, is competing with me in the field I have 
chosen. These little contractors are generally consid- 
ered to be too poor pay, too small in possible volume, 
too ephemeral in their activities, to be the object of 
great regard on the part of the large houses, who will 
take their orders but little more. This is natural. Their 
volume isn’t much to a big house. But then, you see, 
I am a small house, though I am proud to say, respect- 
able, and my business is growing.” 

This sounds like straight-from-the-shoulder talk. And 
the energetic young man, backed by a neat, up-to-date 
store and basement warehouse, impressed one as having 
the right spirit and attitude to make much more than 
just a go of it. 

Furthermore, Mr. Summerville apparently realizes the 
responsibility that he carries on his shoulders in setting 
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eee in curbstoners. If there is anything 


The Willamette Valley Supply Co., Salem, 
Ore., finds that the small contractor, when 
properly handled, becomes a highly prof- 
itable customer 


out to develop his volume from among the so-called 
curbstoners. He realizes, for one thing, that they can- 
not survive and make anything of themselves or be any- 
thing to him as customers unless they pay their bills. 
He will finance them, it is true, but only from job to job. 
This is his firm rule and it is an easy enough rule to 
follow at this time when there are not so many jobs as 
to tempt the curbstoner, working usually by himself, to 
get three or four on the fire at once and so get involved. 
They are lucky to get single jobs in rapid enough suc- 
cession to keep them busy. Summerville says to them: 
“Here is the stuff for such and such a job. When you 
have finished it pay me the cash. Then I will let you 
have enough for the next one.” That’s his credit plan, 
and he collects practically all his bills. At the same time, 
the curbstoner is made to feel that he has credit and is 
not subjected to the embarrassment of going up to the 
counter every time with cash in his hand. 

On this cash matter, Summerville applies almost the 
same rules to himself, in buying, that he does to his 
customer. In his own rather vivid language—I can 
only ‘pack’ so much money in stock or in the business. 
[ know how much that is and I do not let myself go 
beyond it. When I buy, it is with the distinct under- 
standing between me and myself that I am going to pay 
in 60 days. The minute I am bought up to the point 
that I cannot be absolutely sure to meet my obligations 
in that time if I go deeper, there I call a halt. If I buy 
any more then I must dig up the (Turn to page 20) 
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Fuses are Profitable to the 


Wholesaler Who 


HERE appeared in the January issue of ELEctTRI- 
7 CAL WHOLESALING an article entitled, “Which Com- 

modities are Profitable?” It contained data taken 
from a cost study of an electrical wholesaler which was 
made by the Department of Commerce at the suggestion 
of the N. E. W. A. For this particular house, fuses 
were shown to be unprofitable. 

It is indeed unfortunate that the house selected for 
this publicity offers a glaring example of how to lose 
money rather than how to make money selling fuses. 
There are other wholesalers, fortunately, who adhere 
strictly to sound policies and methods of management 
and who, consequently, find fuses to be a highly prof- 
itable line. 

What are some of the factors which determine profits 
on any line? Among the most important is turnover. 
We have found that our distributors can readily obtain 
a turnover of 10 times a year on their fast moving sizes 
of fuses, those which are their best selling numbers. 
On sizes which are sold less frequently our best distrib- 
utors secure a turnover of three to four with a very few 
extremely slow moving numbers turning over only twice. 
However, it is necessary to stock these slow moving 
sizes only in small quantities, only enough to render 
service to the trade. The dollar and cents investment 
in the odd numbers is 
very small. Hence, with 


a Handles no duplicating lines 


Avoids inventory losses 


Follows manufacturers’ suggested 
resale schedules 


Declines to experiment 
Refuses orders for other makes 


Puts fight into his salesman 


By HARRY T. BUSSMANN 


Vice-President, Bussmann Mfg. Co., 
St. Louis 


lar make—when he has two or more lines to offer? Can 
he say that one make is better than another? No, he 
can only sell fuses as the grocer sells sugar. He stands 
a chance of getting an order if he is there or if the 
customer thinks of him when he needs fuses, and that 
is all. 
On the other hand, if he has but one line to sell he 
has an incentive to push it, to get his customers to stand- 
ardize on his make and thus assure himself of their 
repeat orders. He has 

something worth fighting 





for. 





a turnover of 10 times 





on the fast sellers the 


But suppose some cus- 


turnover on their entire 
fuse line is at least six. 

Any wholesaler who 
fails to turn his total 
fuse inventory every two 
months is throwing away 
possible profits. But he 
cannot reach this figure 
if he carries in stock 
lines of two or three or 
more different manufac- 
turers. 

Carrying duplicate 
lines of any commodity 
not only wrecks a whole- 
saler’s turnover but it 
makes mollycoddles — 
just plain order takers— 
of his salesmen. How 
can a salesman SELL 
fuses — develop enthusi- 
asm for his line and 
work up his customers 
to the point where they 
INSIST on his particu- 
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HE data contained in the article “Which Com- 

modities are Profitable?" in ELECTRICAL WHOLE- 
SALING for January has aroused much comment, 
especially the figures covering fuses. 


As explained in the article itself this data applied 
to a branch house of a southern wholesaler and should 


not be taken as typical of an average electrical supply 
house. The wide divergence between gross profit and 
operating costs, however, point to the great need for 
similar studies of houses more representative of the 
industry. 


Such further studies would undoubtedly show that 
well-managed houses, especially those in industrial 
territories, secure from 25% to 28% gross profit 
on fuses. 


On this page appear the views of a prominent 
manufacturer on the profit-making possibilities of 
fuses for the wholesaler. We hope other manufactur- 
ers as well as wholesalers will send us further expres- 
sions of opinion on this important subject. 


THE EDITOR 











tomers demand another 
make of fuse and will not 
permit of substitution? This 
brings up another important 
profit factor. Many whole- 
salers lack the courage to 
turn down an order—even 
though its acceptance will 
cost them real money in the 
end. Let me cite an actual 
case. A wholesaler who 
had been selling only one 
line of fuses was “baited” 
by the salesman of a com- 
petitive manufacturer. The 
“bait” consisted of a nice, 
fat order which this sales- 
man had just taken and the 
string attached to it was 
that a nice, juicy stock or- 
der was required from the 
wholesaler. Well, the “fish” 
swallowed the bait and the 
string stayed on his shelves 
(Turn to page 19) 
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Formerly Gze Jobber'’s Salesman 





E. T. ROWLAND, Editor 


We Believe That— 


Wholesalers and Distributors Should 


|. Economize:—by maintaining strict credit policies, 
adopting budgetary control and effecting operat- 
ing economies. 

2. Localize:—by confining efforts within that territory 
which can be served at a profit and by cooperat- 
ing in the solution of local problems through local 
wholesaler associations. 

3. Specialize:—by concentrating sales efforts on se- 
lected markets, commodities and accounts. 

4. Advertise:—their services and their commodities 
consistently to their trade. 

5. As an industry:—adopt uniform accounting methods 
and uniform cash discounts, undertake distribution 
cost studies and promote a better appreciation of 
the services rendered by wholesalers. 


Utilities Should 


6. Recognize wholesalers as their logical source of sup- 
ply for both wiring materials and appliances. 

7. Adopt merchandising practices which do not deny 
other branches of the electrical industry an open 
market for the sale of incandescent lamps, domestic 
appliances, ranges, radio, refrigeration and all other 
electrical appliances and equipment which is no 
longer in the pioneering stage. 


Constructive 
Developments 


T no time since the inflation bubble burst in 1929 
have there been so many constructive devel- 
opments as during the first two months of 1932. 
There has finally come a realization that we cannot 
lift ourselves out of this depression by our own boot- 
straps, nor can we wait for a settlement of Europe’s 





financial problems. This new state of mind is the 
most hopeful sign since deflation set in over two 
years ago. 

As a nation we have at last awakened to the fact 
that certain things must be done if business is to be 
revived. Bank failures, inflated wages in certain lines, 
high taxes and hoarding are generally recognized as 
the most serious obstacles to business recovery, and a 
definite attack has been launched against each of these 
problems within the past few weeks. 

Acting with unprecedented speed, Congress has 
authorized the Reconstruction Finance Corp. It is 
already set up and functioning under the capable lead- 
ership of General Dawes and Eugene Myer. The latter 
successfully directed the War Finance Corp. in 1921. 
According to Mr. Coolidge, Mr. Myers’ work as head 
of this corporation laid the foundation for the revival 
which began in 1922. 

The chief objective of the Reconstruction Finance 
Corp. is to re-establish national confidence in banks, 
enable them to borrow against good securities, thus 
releasing frozen credit and make it possible once more 
for banks to resume normal relations with business 
and industry. With branches already opened in 17 
cities, with funds made available by telegraph as soon 
as loans are approved, and with experienced and 
capable leadership, rapid progress can be expected in 
clearing up the banking situation. 

Furthermore, the Glass-Steagall act, broadening the 
powers of the Federal Reserve System, should be of 
tremendous assistance to the Reconstruction Corp. in 
easing the credit situation. 

Inflated wages are being brought rapidly into line. 
The railroad brotherhoods have accepted a 10% 
reduction. Building trades in many cities have already 
agreed to cuts in wage scales running as high as 25%. 
Negotiations are pending in other cities with prospects 
of substantial reductions. 

Public opinion is now thoroughly aroused over the 
mounting costs of government with the resultant high 
taxes. Legislators and politicians, federal, state and 
local, realize they must reduce taxes and balance 
budgets. Many cities have made drastic reductions in 
their payrolls, state expenditures are being curtailed 
and there is every indication that Congress will mate- 
rially reduce certain federal appropriations. 

And, finally, a national campaign of propaganda has 
been launched against hoarding. This new campaign 
directed by Col. Knox aims to re-establish confidence, 
to preach the doctrine that every dollar hoarded 
destroys $10 of credit and that it is a patriotic act of 
the greatest importance for every hoarder to put his 
money back into circulation at once through bank and 
postal savings deposits, and the purchase of U. S. 
Government and other sound securities. 

Already the campaign is having its effect. Over 60 
million has been drawn out of hoarding since the first 
of February and returned to circulation, according to 
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a Washington dispatch. Individual banks report large 
cash deposits taken from safe deposit boxes. The old 
large-size currency is reappearing and being returned 
to Washington for cancellation. 

An unlimited issue of anti-hoarding “Baby Bonds” 
issued by the Treasury Dept. and to be marketed by 
Col. Knox’s Citizens Reconstruction Organization 
should entice more hoarded dollars back into cir- 
culation. 

Banking, wages, taxes, hoarding—each has made 
substantial progress in getting started on the road to 
normalcy. Thus, we believe, is the foundation for busi- 
ness recovery now being laid. As the public, millionaire 
as well as wage earner, regains confidence in the safety 
of our banks and returns hoarded currency to circula- 
tion and as business, industry and individuals avail 
themselves of these increasing credit facilities, espe- 
cially for modernization and long-deferred replace- 
ments, so should we enter a new era of moderate, 
healthy inflation. 

Every employer can assist in hastening this process 
by dissuading his employes, individually if necessary, 
from hoarding. Every salesman can do likewise with 
his customers. And he can do more. Prominent bank- 
ers, we understand, now encourage modernization 
which will reduce costs and improve earnings. In 
modernization they see possibilities of an immediate 
increase in industrial activity. Consequently they now 
look with favor on loans for such purposes. We see 
during the next few months a real opportunity for each 
wholesaler’s salesman to do his part in stimulating 
business recovery by selling modernization, both of 
wiring and equipment. 


When Building 
Revives 


T HE slump in building construction has resulted in 
the elimination of many unfit and incompetent elec- 
trical contractors. These men were not only poor 
wiremen who installed jobs that were inadequate and 
in some cases even unsafe, but they were also poor 
business men. Many of them existed only because they 
were extended undeserved credit by wholesalers. In 
the past this type of contractor has been responsible 
for a large portion of the credit losses suffered by 
wholesalers. 

Reliable contractors, on the other hand, have weath- 
ered the storm. As a result wholesalers’ credit losses 
from contractors have shown a drastic decline not only 
in dollars and cents but in percentage of total sales. 

Will this condition continue when building again 
revives and the incompetent contractor returns to life? 
This, we believe, is entirely in the hands of the whole- 
salers themselves. If they extend credit to new con- 
tractors just because they have secured a job and 
without a careful investigation of their responsibility 
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they will be courting trouble from two sources. Not 
only will their credit losses again climb to dangerous 
levels, but their old contractor customers will suffer 
from the competition of these unqualified newcomers 
and the value of their accounts to the wholesaler will 
be diminished as a result. 

History has a habit of repeating itself. Building will 
again revive and with the revival will come a new 
crop of so-called electrical contractors. But, will his- 
tory repeat itself as far as the wholesaler is concerned ? 
We believe not. Much the wiser from past experience, 
we believe the wholesaler will demand cash from those 
contractors who have not firmly established themselves 
and that he will continue to demand cash until such 
time as they have demonstrated their ability to do good 
work at a profit and have thus accumulated financial 
resources that justly entitle them to receive credit. 


. 
Practical 
Salesmanship 


ANY specialty distributors have told us that one 
of their principal problems is to increase the pro- 
duction of both their own and their dealers’ salesmen. 
A careful study of successfully trained sales organ- 
izations revealed Studebaker to us as an outstanding 
example of specialty selling. Located in South Bend, 
it is only natural that Studebaker executives should be 
football minded. Football requires a great deal of 
practice in fundamentals. Football strategy is the 
result of careful planning. In this they saw a close 
parallel to specialty selling. 

Knute Rockne was consulted. He enthusiastically 
supported the idea. Had he lived he would undoubt- 
edly be one of the higher Studebaker sales executives 
today. He believed that salesmen should “Substitute 
planned selling for heaven-sent inspiration” and should 
practice on fundamentals until they became second 
nature. 

The same fundamentals involved in the sale of auto- 
mobiles apply to radio, refrigerators and appliances. 
Therefore, ELectricAL WHOLESALING sought out 
David R. Osborne, sales training director of the Stude- 
baker Sales Corp. Mr. Osborne has written especially 
for this magazine a series of 12 articles discussing these 
fundamentals and suggesting methods by which the 
electrical salesman can put them into practice. The 
first article appears in this issue. 

For those sales executives who desire to discuss 
these articles with their salesmen in group meetings 
there is available a sales manual especially prepared 
by Mr. Osborne for this purpose. 

The benefit derived by the individual salesman from 
these articles will be in direct proportion to the extent 
that he studies them and applies their principles to his 
work. His increased earning power should compensate 
him well for the time and effort expended in putting 
these sound methods into practice. 







































By WALTER J. HOLMES 


Eastern Field Editor, ELECTRICAL WHOLESALING 


other he thinks is in stock and he runs into half a 

dozen big heavy-duty sun lamps that have been add- 
ing to the inventory for longer than we care to re- 
member. 

He gives them a sour look and turns on me. ‘What 
are we going to do with these lamps, Pete,” he wants 
to know? Right now there are more sun lamps being 
sold than ever before but the new ones are lighter and 
a lot less expensive than these white elephants. 

““Maybe some doctor would like to have a good im- 
pressive looking lamp,” I tell him offhand. 

“Might be,” he agrees, “but then time is money and 
it would take more time to close the deal than the sale 
would be worth.” 

“That’s right,” I tell him, “Well, I’ll think about it 
and maybe I’ll get an idea.” 

I am still thinking about it when I step into Petronni’s 
barber shop for a shave during my lunch hour. “Pretty 
soft being a barber,” I tell 
Tony. “No stock to carry, 
and about 100% _ gross 
profit on every sale.” It 
made him mad. Just like 
I thought it would and he 
commenced to tell me his 
troubles. 

It seems that there are 
a lot of people who don’t 
do their duty in increasing 
prosperity. Take me for in- 
stance. I get a shave when 
[ should at least get a facial 
massage in addition. If 
people did what they ought 
to do in the way of giv- i 
ing the barber extra work 


ic E other day the boss is looking for some item or 





things would be pretty 
= 
"Okay," | tell him, “I'll 
put the machine. in with- 
out cost to you" 
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Live - Wire Pete Unloads 
Six White Elephants 





bright for the tonsorial 
artists. 

Then I get the idea I was 
looking for on those sun 


lamps. “Why don’t you 
make people want extras, 
Tony?” Task. “That mas- 
sage, for instance, every 
barber shop gives you one of 
those, and you never know 
you have had one an hour 
after you leave the shop. 

“Now what if you could 
give people a real sun lamp 
massage. Rig up a sign. 
LIKE A DAY ON THE BEACH 
Sun Lamp Massage Only $1.00. Then get yourself 
a real sun lamp that will do the business and look like 
you are giving the customers value for their money. 
None of these mail order, or drug store lamps, but a 
real one like the doctors use.” 

Tony wanted to know what such a machine cost and 
I told him, but not before figuring how many times it 
would pay for itself the first two months. Of course 
he bellyached on the price but I told him that people 
would say he was a robber if he (Turn to page 22) 
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One of Parrish's 


Customers 





"A Mere Incidental’ 
Says Frank Parrish, ‘you 
can get them like this 

any time’ 


The Reception 
Committee 
which meets the boat at 
every landing 
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TOLOVANA TRADING CO. 





The story of how Frank 
Parrish covers this north- 
ern territory for the 
Fobes Supply Co., Seat- 
tle, will be found on 
page seven 
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With a Wholesaler’s 


Salesman in Alaska 




















Frank Parrish, Carl 
(now deceased), for 
merly Portland manager 
and F. N. Averill, presi- 
dent, Fobes Supply 


An Alaskan Hunting 


Party 


Will 


Co 
VO. 











STEEL SHELVING 
SAVES SPACE 


The mezzanine, hung from the 
ceiling, is used for unbroken 
lots of fixtures Aisles on the 
main floor run from shipping 
department to the city sales 
counter. Three-way switches 
control aisle lights from either 
end 















Reducing 
Handling Costs 


Modern Equipment installed in the 
New York City house of the Westing- 
house Electric Supply Co. 





CHUTE SAVES ELEVATOR EXPENSE 


Located near the receiving platform, this wide 
chute carries incoming goods to the storage 
space in the basement 


RAISED FLOORS SAVE INSURANCE 
Insurance premiums are reduced by having 
perishable goods such as lamps raised 
above the floor level. Should fire break 
out and the automatic sprinklers go into 
operation, this stock will not be flooded 














CONVEYOR SAVES LABOR PLATFORM TRUCKS SAVE TIME 
It is used to carry unbroken coils and cases from Both in carrying stock from the chute and in bringing 
basement to shipping room it to the conveyor 
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Maintains Display of Lighting Stand- 
ards: The Revere Electric Co. of Chi- 
cago uses the vacant lot adjoining its 


building to demonstrate the different 
styles of outdoor lighting standards for 
gasoline stations and outdoor flood- 
lighting. 





Fuses Are Profitable to the 
Wholesaler 
(Continued from page 13) 
until it was finally sold to the junk- 
man with a three year layer of dust 
thrown in. His loss from this experi- 
ment with a duplicate line was many 
times his profit on the “bait” and, be- 
sides that, his capital and stock space 
were tied up for three years before 
he finally was convinced of his folly. 

No single wholesaler can get all 
the business on fuses or any other 
line in his territory. He can’t get 
every customer to demand the par- 
ticular goods he sells. But he can 
get his share, and more, of the avail- 
able business if he does a real selling 
job. If he is content with this he 
will make money—but if he is too 
hungry and tries to carry every line 
he “has a call for,” his turnover will 
drop from six to two, like the house 
studied by the Government, and his 
profits will go from black to red. 
And that is not all, his salesmen will 
join the “What do you want today ?” 
brigade and it won’t be their fault 
either. 

Now for another profit factor— 
gross margin. We have distributors 
who secure from 23 to 28% gross 
profit on fuses. Compare this with 
a profit of only 13.4% for the house 
selected by the Department of Com- 
merce. One of our large distribu- 
tors in an extremely large competi- 
tive market showed during 1931 a 


gross profit of 22.1% on renewable, 
one-time and plug fuses combined, 
and his volume of sales was well up. 

The manufacturer’s suggested re- 
sale prices will yield the distributor 
highly attractive profits if he will 
only follow them. He should always 
combine sizes on his purchase orders 
so as to secure for himself the maxi- 
mum discount. Then when he sells 
on his lowest schedule of resale dis- 
counts he has a gross profit of 47% 
on broken cartons, 37% on full car- 
tons and 18% on the largest orders. 
Our experience has shown that more 
than 90% of the distributors’ orders 
for fuses are on a basis showing 
more than 18% profit. 

If other makes are being sold by 
his competitors at ridiculous discounts 
he can do one of two things. He 
can meet competition and lose his 
profits or he can fight to get his price 
for his make and—if he loses—have 
the intestinal fortitude to let his com- 
petitor have the order. 


Just one more profit factor—size 
of order. This will vary for fuses 
with the clientele of the individual 
wholesaler. A house selling to large 
industrials will sell fuses in larger 
quantities than one catering to small 
contractors. However, the manufac- 
turer’s resale schedule provides for 
this. A $5.00 fuse order at the sin- 
gle carton discount of 25% yields a 
margin of 37% or $1.85 gross. And, 
many times, there are other items on 
the order or, if there are not, the 
salesman can build up the order to 
include other commodities. 


With courage and foresight, with 
the establishment of sound policies 
and the strict adherence to them, the 
wholesaler will find fuses one of his 
most profitable lines... And, without 
these qualifications, he will find him- 
self eventually forced out of the pic- 
ture by competitors who do just these 
things we have been discussing. 
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Which Customers Are 
Profitable? 
(Continued from page 10) 


these funds were not tied up but were 
available for his normal business. 

Unfortunately, this important 
phase of analyzing the profits de- 
rived from the individual customer is 
not discussed in the Department of 
Commerce’s study. 

Although, as we have previously 
stated, the data published in this re- 


port is, in itself, of little value, due 
to the unfortunate choice of a house 
which offers a very poor example of 
how a wholesaler should operate, 
nevertheless the second part of the 
report we consider a distinct contri- 
bution to the industry. 

Here will be found a very com- 
plete description of a practical meth- 
od of applying the principles of cost 
accounting to the business of the 
electrical wholesaler. By breaking 
down operating costs into their six 
fundamental groups and by allocating 
each among individual commodities, 
accounts and territories, distribution 
cost accounting makes available to 
the wholesaler a knowledge of his 
operating costs similar to that which 
has long been available to the manu- 
facturer through production cost ac- 
counting methods. 
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Forestalling Credit Losses on 
Contractors’ Accounts 
(Continued from page 9) 

both service to the customer and 
service from the salesman to the 
house, which is in line with the 
thought expressed on a sticker that 
recently came in the mail of a manu- 
facturer. “If your ’phone does not 
ring, it’s time to ring doorbells.” 

And in ringing door bells, or in 

our case, seeing possible buyers, we 
sell by demonstration. It has been 








A Time Saver Display: The Ensign Elec- 
tric Supply Co. of Minneapolis in its 
new location worked out all possible 
time saving and convenient arrange- 
ments for the display and storage of 


merchandise. One of the counters ad- 
joining the city sales desk carries a 
physical display of fittings, sockets and 
small miscellaneous items with catalog 
numbers pasted underneath. 
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proven that the optic nerve is 22 
times stronger than the nerve that 
leads from the brain to the ear. For 
that reason our men always carry 
samples of the article they are push- 
ing. Put the switch, or whatever it 
happens to be, in a man’s hand, make 
him operate it and you have the item 
half sold. 

And one last point for the whole- 
saler: the salesman is only human. 
He hears objections, delays and ex- 
cuses all his working day, week in 
and week out. Unless he is a super- 
man he is certain to weaken in time— 
unless the executives of the company 
can give him some of the enthusiasm 
that has been drained by the constant 
fight for business. We have weekly 
sales meetings to which we invite 
manufacturer’s agents and we en- 
courage manufacturers’ men calling 
on the trade with our salesmen. This 
aids in keeping the salesman sold on 
the lines carried and the house itself, 
for no house can rise above the spirit 
of its salesmen. 


v 


A Curbstoner Specialist 

(Continued from page 12) 
cash and insist on paying cash even 
if my supplier tells me it is unnec- 
essary. I preach to my little curb- 
stoners how suicidal it is to get tied 
up in knots financially. Well, I prac- 
tice what I preach. I have seen too 
many small wholesalers, and big ones 
as well, get tied up in knots. I de- 
test knots.” 

Asked as to the things he attempts 
to do to help the curbstoner to rise 
and make something of himself, 
Summerville replied : 

“First understand this. You can’t 
burn it into the curbstoner too hard. 
If you do, he will leave you. You 
don’t have him long enough to win 
his confidence, which is essential. 
After that, here are the five cardinal 
points : 

“(1) Insist that the contractor live 
up to state code rules. I will not 
sell him under-code merchandise and 
wherever possible sell better mer- 
chandise than that which merely 
meets code requirements. 

“(2) Never let him buy more than 
he can pay for, regardless of the 
quantity involved. I find that the 
job-to-job criterion meets the condi- 
tions of this rule. 

“(3) I help them with their esti- 
mates and am continually preaching 


to them not to take jobs unless there 
is a profit in them. This being the 
state capital, I am on their necks con- 
stantly not to take state jobs for the 


‘publicity’. I tell ’em if they do they 
are ‘saps’. Same with material as 
with labor. They are entitled to 


their profit on materials and again if 
they don’t get it they are double 
‘saps’. 

“(4) I allow them to use our fix- 
ture display room to bring their cus- 
tomers to, also our appliance displays. 
We do a little retail business here, 
but if any of our contractors get a 
customer interested in any kind of 
appliance he is welcome to bring or 
send the customer here and if they 
are sold it is the same thing to him 
as though it were sold out of his own 
stock, even if he had any stock, 
which generally he hasn’t. 

“(5) We instruct him as to what 
constitutes his ‘overhead’ and how 
necessary it is that a correct per- 
centage representing this factor be 
applied to his sales price. Having 
got this into his system, then we try 
to show him how to cut down his 
overhead.” 

Looking over this array of services 
on the part of the “curbstoner spe- 
cialist” one is bound to grant that if 
they are all applied persistently they 
are sufficient to lift many a small 
contractor out of the curbstoner class 
so that he may hold his head up 
among the “legits’’. 

Summerville modestly states that 
not all his customers are curbstoners 


and that many of the larger contrac- 
tors have been known to buy from 
him. He “specializes” only in small 
or so-called curbstone contractors. 
There are about 20 of these curb- 
stoners on his books in the Willa- 
mette valley and also about as many 
more of dealers, hardware and the 
like, who handle wiring supplies. 
These two classes are the ones he 
specializes in, and has been since 
1926 when the business was started. 
“Short stock and quick turn-over” is 
his motto, applied to the tune of a 
25% increase in his business for 
1931 over 1930. 
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Selling Department Stores Their 
Maintenance Needs 
(Continued from page 11) 


have not left the store we tell the 
customer that, instead of offering him 
the excuse that the boy is on the way. 
These buyers insist on dealing only 
with firms who are truthful on these 
points. 

Moreover, buying is done mainly 
on a basis of service. By that I do 
not mean that we are free to charge 
prices that are out of line, but that 
the house with only price as a recom- 
mendation will not reach this class 
of trade. Finding those elusive items 
is the basis of doing business with the 
department stores and finding them 
is an art as well as a game—a game 
at which he profits most who serves 
best. 








A Prominent Electrical Quartet: These four “big shots” were corralled in front 


of the Matthews Electric Supply Co., 
are: Chas. 


Birmingham, Ala. 
D. Ware, radio and home appliance division, General Electric Co.; 


From left to right, they 


G. L. Ralston, Matthews salesman; Clyde Dyer, Birmingham Electragist, and 


F, S. Goodall, 
material. 


who is district specialist for General Electric on construction 
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| & YOU KNOW that they are one of the most profitable 
items you sell? Every time you sell an order of fuses 
you make a long profit for the house that makes you a more 
valuable salesman. 


Here’s a Real Sales Story to Help You 


You know, that today, customers are demanding lower 
cost of production and more efficient operation. Right here 
is where the BUSS SUPER-LAG Fuse can help you build 
good will and make a profit. This new fuse fills a long felt 
need for a fuse that would blow safely to protect equip- 
ment yet would have a time-lag long enough to hold many 
of the harmless or temporary overloads that occur in all 
electrical circuits. 


What fuse user will not be glad to have you show him 
how he can reduce costly and needless shutdowns, prevent 
machines from stalling and workers standing idle; keep 
lights glowing and production at peak? Surely every fuse 
user will be glad to learn of this new fuse. 


Why not spring this real sales story on your trade? IT 
WILL GIVE YOU AN ANSWER TO THE MAN WHO 
SAYS “WE DON’T NEED ANYTHING TODAY.” 

Refer to the BUSS discount sheet in your binder. It has 
selling information on it for your use—or ask your Sales 
Manager to send for complete information gotten up in 
handy booklet form. 


BUSSMANN MANUFACTURING COMPANY, ST. LOUIS, MO. 


A Division of the McGraw Electric Company 


SERVING THE EXECUTIVES AND SALESMEN OF ELECTRICAL WHOLESALERS AND SPECIALTY DISTRIBUTORS 





> 1g a 


What About Your Fuses? 







Cut-away view of a 60 
ampere 250 volt BUSS 
SUPER-LAG Renew- 
able Fuse. Note the 
lag-plates on the link. 
They're what makes 
the difference. 





RENEWABL 
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A Wholesaler's Salesman in 
Alaska 
(Continued from page 7) 

winter temperatures of 75 degrees 
below zero, and in the summer 90 
degrees above in the shade. In the 
winter there is very little daylight 
and in the summer there are only two 
or three hours of dusk. You do not 
bother a customer until 10 or 11 
o’clock in the morning for the chances 
are he has not got down to work. 
See him any time in the afternoon 
or early night. 

Such, in a sketchy way, is the coun- 
try through which Parrish makes his 
two yearly selling trips. He says this 
is a man’s country. Anybody will 
neglect business anywhere, any time 
to hunt or fish. There are all sorts 
of game, from “mowich” (deer) to 
grizzlies and the big brown Kodiak 
bear, caribou and moose—the latter 
sometimes in herds that will stop 
trains. 

All the power companies do wir- 
ing and carry a line of supplies, but 
the local contractors, such as there 
are, are given their share of the busi- 
ness and get enough to do. 

Alaskan people want only the best 
all the time. Parrish has standing 
orders to ship anything to his cus- 
tomers that he thinks they should 
have. They are extremely loyal and 
the word of an Alaskan is as good 


as his bond. Of course some one 


will get in with a crooked complex 
but he is soon found out and cannot 
stay long. If he once betrays a con- 
fidence he is known forever after as 
“cultus” meaning “no good”, and 
that is as good as the end of him in 
business or socially. 

In the old days Parrish said that 
he did a great deal of traveling by 
dog team but that day has passed 
for Alaska is now getting modern. 

(Editor's Note: There is another 
wholesaler’s salesman who regularly 
covers the North Country. He 1s 
Verne Harrison of the General Elec- 
tric Supply Corp. Mr. Harrison’s 
story will appear in an early issue.) 
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Live-Wire Pete Unloads Six 
White Elephants 
(Continued from page 16) 
used a cheap outfit like most of them 
could buy themselves. Still he was 

skeptical. 

“Okay,” I tell him, “I'll put the 
machine in without cost to you. If 
you don’t buy it after the first day, 
you owe us the money you took in 
from the machine. If you buy it, it 
can be applied in payment.” 

That is agreeable to Tony, so we 
get a sign painted and the shop has 
a new specialty which we named the 
“Florida Facial”, 

“And now for the dirty work,” I 
says to myself. So after delivery 
is made I hustle around to the near- 





Fox Electric Has Unusual Display Counter:—This unusual steel counter at 
the Fox Electric Supply Co., Elgin, Ill., provides illuminated display space for 


tools, small appliances and wiring specialties. 


H. R. Johnson and Alfred F. 


Fisher are behind the counter, Mr. Johnson taking care of Ed. Lohbauer who 


is selecting lighting equipment for one of his company’s recent jobs. 


E. E. Has- 


selquist, at the extreme right, has just finished making arrangements with Mr. 
Fisher for a game of golf to decide the championship of the company’s own 


little golf tournament. 


est competitor of Tony’s and ex- 
plain that Tony has the jump on all 
first-class barber shops in the neigh- 
borhood and is likely to cop off a 
lot of customers from other shops 
with the newest craze, the ‘Florida 
Facial.” 

This guy gets all hot and both- 
ered over the tragic news and leaves 
the shop in the hands of an assistant 
while he comes with me to see the 
new “Florida Facial”. I walk with 
him over to the shop and leave him 
at the entrance, while he goes in and 
planks down a dollar for the new 
sun ray treatment. 

Altogether that afternoon I line up 
five barbers and get them into Tony’s 
place for a treatment. In the sales 
talk I go heavy on the powers of 
the “Florida Facial” to draw trade 
for Tony. 

Anyway you want to figure it, it 
has been a profitable three hours’ 
work, because if none of them 
bought the old white elephant lamps 
we still would have made five dem- 
onstrations and been paid five dollars 
for them. 

But when I come back to Tony’s 
he seems well satisfied with the new 
lamp and has given three “Florida 
Facials” to outside customers as well 
as the five I sent in. It don’t take 
much arithmetic to show Tony how 
quick the machine will pay for itself. 

“And besides, Tony,” I tell him, 
“Look at the jump you have on com- 
petition.” 

“I?” Tony asks, raising his eye- 
brows. ‘You mean us. Five of 
us master barbers in the neighbor- 
hood are going to buy the machines. 
We got it all figured out to adver- 
tise in the paper telling people that 
only at the five master barber shops 
listed below can they enjoy the bene- 
fits of a day on the beach in 15 min- 
utes. ‘Look for the shops of the 
tonsorial artists that display this 
sign’ we tell them. Then we have a 
palm leaf sign over the door. That 
way,” Tony explained, “we can run 
a big ad in the paper for only a small 
cost for each of us.” 

Well, I was sure surprised at the 
way they took to cooperation. And 
here I had been working on the angle 
of protecting themselves against com- 
petition. But anyway, the boss got 
rid of the white elephant lamps, all 
six of them, and half the male popu- 
lation are running around town try- 
ing to look like they just came back 
from Florida. 
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Real Selling .. . 


There is no depression in real selling. 
Goods which possess real merit when presented on their merits find a market. 


Colt-Noark Quadbreak and Nublade Safety Switches give to the real salesman te chance to present 
products the merits and qualities of which lift them out é mere price competition. Yet they are priced 
fairly. You are interested in ‘‘profit-volume” for 1932 and every year. Colt- Noark Safety Swite help you 
if you are now carrying them, and should be your immediate choice if you are “handling’’ some other line. 


Colt-Noark sales co-operation is Real Selling too — exact statements by several jobbers selling Colt- 
Noark Products follow: 


"We believe that the sales co-operation we receive from you is considerably better than that extended 
by the average manufacturer.”’ 


“If every manufacturer and representative would co-operate with the distributor as the Colt's Patent Fire 
i Manufacturing Company do, there would be greater harmony and less sales resistance on the items 
which they sell.” 


“The co-operation which we have always received from the Colt organization since we started to act as 
your distributors has been of the highest order. We have always felt that you had an intelligent sales force 
thoroughly familiar with the products of the company, and that this sales force was backed up by an engineering 
and service department always ready and willing to lend aid whenever requested.” 


"We have always found your men very willing to tackle any problem which we had to offer although it 
is true that we do not have many. All in all, would say that your men are a little above the average when we 
think of manufacturers’ men co-operating with the jobber.” 


' COLT’S PATENT FIRE ARMS MFG. CO. 


1 


CD me CD 


PIONEERS OF PROTECTION SINCE 1836 


k ELECTRICAL DIVISION HARTFORD, CONN.., U.S. A. 


BOSTON CHICAGO NEW YORK PHILADELPHIA SAN FRANCISCO 
J-1-32 
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HERE’S THE BUSINESS STIMULATOR 


YOU’VE BEEN LOOKING FOR... 


Lhe New goLp STAR 


HAMILTON BEACH 
VACUUM CLEANER 


Rapid turnover for your deal- 
ers.... Repeat orders for you. 


... 4 fat profit for every one 


Here's the cleaner that has precisely what women want— 
beating-sweeping-suction action; yet at a price so low as to 
seem unbelievable to them. $39.90. It is the Hamilton Beach 
Gold Star Motor-Brush Cleaner. Built to give dealers rapid 
turnover; to give repeat orders to you; good fat profits to all. 


No cleaner at any price has greater cleaning efficiency. It 
is so handsome in appearance, so efficient in performance, so 
low-priced, that it sells over the counter without need of high- 
pressure salesmanship. Among its many improvements are: 
New increased motor power, streamline nozzle with improved 
air movement, nozzle adjustment to seven positions, fool- 
proof belt, blue-and-grey checked bag that won’t show dirt, 
larger dirt capacity, grey handle, excellent proportions 
throughout. 


Sales-helps and display material furnished to dealers keep 
people coming to their stores. Coast-to-coast radio broadcasts 
on Hamilton Beach keep on multiplying sales. Ask for our 
sales plan for jobbers. The Hamilton Beach Mfg. Co., Racine, 
Wisconsin, Subsidiary of Scovill Mfg. Co. 


Like other Hamilton Beach products, the Gold Star Cleaner 


ws sold to dealers only through jobbers. We are 100% for price 
maintenance so you and your dealers can make a profit. 


HAMILTON 





quick sale price of 


To retail at the $ 3 g30 


Coast-to-coast broadcasting 


Columbia Network Every Thursday 

Morning 10.15 Eastern Standard Time; 

Pacific Coast Program Tuesday After- 

noon 3.15 P. M. over Columbia Don 
Lee Network. 


These programs are pulling amazingly. As 
many as 1800 letters from one broadcast. 
In answer to every letter goes full informa- 
tion in regard to Hamilton Beach products 
and the names of our dealers. 


Marcu 3—“Hamilton Beach Hand Vacuum 
Cleaner for Home and Car’”’ 

Marcu 10—“Hamilton Beach Food Mixer’”’ 

Marcu 17—“Hamilton Beach Gold Star 
Vacuum Cleaner and Hand Cleaner’”’ 

Marcu 24—“Hamilton Beach Food Mixer” 

Marcu 31—“Gold Star Vacuum Cleaner” 


HAMII TON 





Another Hamilton Beach sales success. The Hand 
Vacuum Cleaner— retails at $13.50—the only hand 
cleaner using the moth-preventive method approved 
by the Good Housekeeping Institute. 


BEACH 
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DAVID R. OSBORNE 


Sales Training Director 
Studebaker Sales Corp. of America 
and author of 
“Self-Management in Selling" 














AVID R. Osborne has had broad experience 

as a salesman and advertising man. As an 

advertising agency executive he specialized 
for several years in the electrical and household 
equipment industries, and did much field work with 
several prominent corporations. As a member of 
the staff of the Business Training Corp. of New 
York, he covered a large part of the United States 
making first-hand studies of selling and sales man- 
agement methods—those used by the unsuccessful 
as well as those of the large producers. 

Since joining the Studebaker organization five 
years ago as Sales Training Director, a large part 
of his work has been done in the field—on the job 
with retail sales managers and wholesale repre- 
sentatives. 

During the past seven years Studebaker has de- 
veloped, for both wholesale and retail salesmen, a 
simple sales plan that gets results when conscien- 
tiously applied. 

The fundamentals of this plan were made the 
basis for Mr. Osborne’s book, “Self-Management 
in Selling” which was published by Harper and 
Brothers in 1931. 

Under the pressure of current competitive con- 
ditions more and more salesmen are becoming con- 
scious of the need for better planning of their 


daily work, and Mr. Osborne believes that the 
salesman’s acceptance and use of any plan should 
depend on keeping the whole procedure free from 
anything that suggests the tyranny of a “formula,” 
or that exploits anybody’s pet hobbies as infallible 
gospel for the salesman’s guidance. 

From the beginning of Studebaker’s sales train- 
ing program Paul G. Hoffman, president of The 
Studebaker Sales Corp., has insisted that every 
recommendation made to salesmen be based on 
actual field experience, not on what someone thinks 
the field experience ought to be. 

“Tt has been Mr. Hoffman’s attitude,” writes Mr. 
Osborne, “that we have no right to ask salesmen 
to experiment with untried ideas which some 
swivel-chair field marshal has thought might pos- 
sibly ‘work’. 

“Every step in the Studebaker training program 
has, therefore, been based entirely on actual condi- 
tions as we found them while keeping in constant 
touch with the field. For the most part, our efforts 
have been directed towards helping salesmen— 
wholesale and retail—to make better use of the 
things they already know. This has meant better 
organization of their time, better planning of inter- 
views and better presentation of the facts as they 
know them.” 
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‘He Made Money 














for Others - He Can Do It for You 


‘V_ Earnings of Studebaker salesmen run high because they are pro- 


ducers. 


David R. Osborne is the man who trains them. 


In a series 


of 12 articles, of which this is the first, Mr. Osborne tells how his 
practical methods may be applied by salesmen in the electrical field 


for an electrical wholesaler always has had a great 

deal more of dignity and importance than the ma- 
jority have realized. Potentially, at least, he is the gen- 
eral manager of his own territory. To his dealers he 
is often almost their sole contact with both manufac- 
turer and distributor. 

In these days to which we refer so smilingly and 
euphemistically as “the present situation”’—these times 
when there are so many tempting bids for every spare 
dollar above the bare necessities of food, clothing and 
shelter—the resulting competition in business has made 
the wholesaler’s field representative more than ever be- 
fore the most important man in the electrical industry. 

If anything can be safely stated for the present, and 
even more confidently predicted for the future, it is the 
fact that the plans of all manufacturers are being based, 
and will be based more and more, on direct knowledge 
of the retailer’s problem of moving his stock of goods 
to consumers at a profit. 

Therefore, within the next few years, many of those 
who are now making the most of their “firing line” 
opportunities to study the retail phases of marketing at 
first hand will hold the high places in their distributing 
organizations or with manufacturers. Hence, it is highly 
desirable to sit down and consider what may constitute 
“making the most of the opportunity.” 

The first thing that is required will be some careful 
thinking about the nature of the problems with which 
the electrical wholesaler’s field representative is faced. 
Everybody knows that even a giant can be licked by a 
swarm of pygmies; but if he can take them on one at a 
time, he can handle them with relative ease. In the 
same way the problems of his job as a whole may con- 
fuse and baffle any salesman; but, if he can take up 
his difficulties one at a time licking them soon becomes 
almost second nature. 

This “chore” of isolating and then practicing the 
fundamentals of any job is quite apt to prove irksome 
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to all of us. Certainly there is little of the romantic or 
spectacular element in drilling away at basic principles. 
Some salesmen resent even the suggestion that they may 
not already be entirely sound in their knowledge and 
practice of fundamentals, and are inclined to take little 
interest in such things. 

Others, however, are keen enough to realize that the 
salesman who plans his work intelligently has a big 
advantage over the fellow who still depends on heaven- 
sent inspiration. These are the ones who will take the 
trouble to perfect themselves in those principles and 
methods which will make it possible to do a good job— 
“on purpose instead of by accident,” as one sales mana- 
ger put it. 

It is, therefore, the purpose of this introductory arti- 
cle to present a broad classification for the fundamentals 
of the job of the electrical wholesaler’s salesman. In 
later issues each of these eleven subjects will be taken 
up individually and covered in detail. 


HILE it is realized that this series of articles as 

outlined on the following page may not fit exactly 
the details of every salesman’s job, it should at least 
serve as a guide in helping any salesman in this field to 
determine the elements of his job for himself. At any 
rate, it should indicate to him the possibility of break- 
ing up his selling job into its fundamentals for close 
observation and study. 

This outline does not necessarily list the subjects in 
the order of their importance, but rather in the natural 
order of sequence which will make it easier to apply 
each new step, and continue the application of previous 
steps, as the course proceeds. 

During the coming month it is suggested that you 
give some thought each day to the possibility of making 
faster and more certain progress by laying out for your- 
self a year of self-training. Consider how each of the 
subjects included in the proposed outline APPLIES TO 
YOUR OWN JOB. 
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Every salesman faces these problems which 


Mr. Osborne will discuss in his series of articles 


. Self-Managing the Day's Work. 


The distributor’s salesman who is anxious 
for promotion should study the nature of his 
daily activities and plan their details so as to 
develop his territory along sound lines and 
to make the most of his time. The work- 
planning habits of some highly successful 
wholesale representatives will, therefore, be 
discussed in the April issue. 


. Why Should a Dealer Buy from You? 


No salesman can expect to do a first-class 
job unless he is able to answer this question 
convincingly. Sound reasons to give a dealer 
involve: knowing the product from the 
viewpoint of its salability—and also know- 
ing its profit-making possibilities. A com- 
mon-sense method of analysis will be pre- 
sented under this heading. 


. Where Can Good Dealers Be Found? 


For smaller items the salesman must neces- 
sarily depend on retail outlets already estab- 
lished. For the larger specialties—he may 
find it necessary to build new outlets. When 
the distributor’s representative drives into a 
town where his house is not adequately rep- 
resented, how will he go about finding a 
suitable outlet ? 


. Planning and Making the First Sale to a Dealer. 


This, of course, involves sizing up the local 
possibilities, and then giving a convincing 
presentation of the facts disclosed by your 
analysis of your product from the standpoint 
of its consumer appeal and profit to the 
dealer. How can the proposal to be laid 
before the individual dealer be worked out? 


. Making Repeat Sales. 


Where the dealer handles many products, 
how can he be induced to push the “line” of 
an individual salesman? When he handles 
only a few specialties what problems are in- 
volved? How can the wholesaler’s repre- 
sentative determine the sales objective or 
quota which he should suggest to a dealer? 
How can he help a dealer determine the 
proper size for an inventory of his line? 


. Strengthening the Dealer's Retail Sales Force. 


Dealers often ask “Where can I get good 
salesmen?” “Is there any way of cutting 
down the turnover of salesmen ?” “What plans 
for compensating salesmen will make money 
for both the house and the salesmen?” More 


and more the distributor’s representative will 
be required to discuss these questions help- 
fully with his dealers. 


. Securing Better Results from Retail Salesmen. 


One of the developments which is most cer- 
tain to come from the increased keenness of 
competition is a lively interest in the training 
of retail salesmen along two lines: (a) mak- 
ing more and better contacts with prospec- 
tive buyers; and (b) selling a larger pro- 
portion of those “contacted”. Some of the 
wholesale representative’s biggest opportuni- 
ties and gravest responsibilities lie in this 
direction. What should retail salesmen be 
taught? How are they to be taught? 


. Making Displays that Attract Buyers. 


Goods that are attractively displayed to pros- 
pective buyers will sell while superior prod- 
ucts shown in unfavorable surroundings re- 
main in the dealer’s stock. What can the 
wholesaler’s representative do to improve the 
showing of his product in the dealer’s estab- 
lishment ? 


Making the Most of the Advertising. 

If any accurate estimate could be made of 
the waste of high-cost magazine and news- 
paper advertising, due to poor retail sales- 
manship, the amount would stagger the 
manufacturer, the wholesaler and the retailer. 
What can the wholesaler’s representative do 
about it? 


. The Salesman's Responsibility for Credits and 


Collections. 

A considerable difference of opinion prevails 
as to the lengths to which a salesman should 
be instructed to go along the lines of credits 
and collections. It is certain, however, that 
if he is concerned with the permanence of 
the dealers who are his bread and butter, he 
is vitally interested in their solvency, and 
particularly in their promptness in paying the 
bills of his house. What can he do? How 
can he do it? 


. Playing Ball with the Boss. 


Many a good salesman has missed out on 
promotion because he seemed to be lacking 
in the qualities that make for team-work or 
loyalty, yet was at heart both loyal and co- 
operative. What makes for these misunder- 
standings? How can they be avoided? 
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A Portable Appliance Display 


By JOHN WOOD 


Merchandising Manager, Electrical Appliance Division, 
May Radio and Television Corp., 
New York City 


The "Transport Merchandiser" permits of the equiv- 
alent of a complete hotel showing, right at the deal- 
er's door, of the distributor's full line of appliances 





ance salesman carried 

a few items under his 
arm into the dealer’s 
store. He was more or 
less handicapped. He 
could not show a com- 
plete line, nor could he 
show the heavier pieces. 
The buyer was always 
promising to come to the 
display room and see the 
complete exhibit but 
somehow he never got 
around to do it. 

Now we bring the line 
to the dealer’s place of 
business and he sees 
samples displayed to the 
best possible advantage. 


[’: the past the appli- 























While running the 
“Transport Merchandis- 
er” is like a very com- 
pact commercial vehicle but on arrival at its destination 
it undergoes an instantaneous transformation. One 
touch of the control lever and this merchandiser becomes 
a heated and illuminated sales office and display room. 
The sides extend double the width and the roof raises, 
increasing its height. All the comforts of a hotel show- 
ing are provided. There are upholstered seats for the 
comfort and convenience of customers as well as hot 
and cold running water. 

Inside, samples are already displayed to the best pos- 
sible advantage, the sample space permitting a showing 
of the complete line. Merchandising, sales promotion 
and advertising aids are impressively presented from 
neat and accessible bracketed bulletin boards. The reac- 
tion of the prospect or dealer upon the first visit is 
nothing short of a sensation when, to his astonishment 
he sees a veritable branch of the electrical table-appliance 
business set down on his door-step. Repeated visits of 
the sales unit bring more ideas, more sales helps, more 
cooperation and, thereby, make its reappearance welcome 
each trip around the territory. 

At this writing the merchandiser has been in opera- 
tion for about one month but remarkable results have 
already been obtained. Not only has it been the means 
of getting new accounts but of securing appliance busi- 
ness from dealers whose business with us has hitherto 
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been limited almost entirely to the sale of radio sets. 
One new account includes that of a large chain or- 
ganization that will undoubtedly use house to house sell- 


ing methods for the line. It has been suggested that a 
truck of this kind might work out to excellent advan- 
tage in following up a crew of canvassers and the mat- 
ter is under consideration. 

Another account that was gained from the use of the 
truck was that of a small radio, hardware and tire store. 
A display of goods under advantageous conditions made 
possible by the merchandiser secured the account for us. 
In the past this dealer’s store has been closed most of 
the time during the day as the owners were out soliciting 
business. Now one of the partners is always in the 
store during the daytime in order to make sales of the 
small appliances attractively displayed in his windows 
and store. Sales of these small appliances have not only 
proved profitable in themselves but have increased his 
store traffic. When women call to see the appliances he 
gets their names for radio leads. Moreover the tire 
business has been increased because he features the 
safety of his non-skid tires and this feature appeals 
more strongly to women than to men. 

At present this truck is owned by the appliance manu- 
facturer and only his goods are displayed. It is used 
to supplement the work of our regular sales force. 
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By MARTIN J. WOLF 


Marketing Advisor, Chicago 


HE time has arrived when the 
exclusive radio wholesaler can 
no longer continue profitably as 
a single line organization. It be- 
comes necessary to choose between 
a shrinking level of sales or an in- 
crease of sales volume by taking 
on other lines in addition to radio. 

Let us, then, explore the balance 
of the industry which you may wish 
to enter more actively and we find 
it comprises : 

1. Large utilitarian appliances— 
such as oil burners, electric ranges, 
refrigerators, vacuum cleaners, 
washing machines, sewing machines, 
air conditioners, dish washers, sun lamps, floor machines, 
water heaters, and ironing machines. 

2. Small utilitarian appliances—such as clocks, fans, 
table appliances, heating devices and irons. 

3. Home entertainment — including radio, television 
and home talkies. 

When considering adding to your lines may | suggest 
that you adopt certain “yard-sticks” which many whole- 
salers have found practical. These are: 

1. Parallel lines now carried; 2. cost of warehousing 
line; 3. cost of selling line; 4. competition; 5. sales re- 
sistance; 6. sales possibilities; 7. manufacturers’ coop- 
eration, and 8. manufacturers’ policy. 

In connection with these selections, we must also rec- 
ognize that there are varying elements existing. For 
instance, in distributing electric refrigerators, we are 
confronted with several problems. Much merchandise 
is shipped sight draft, bill-of-lading. This requires cap- 
ital on the part of the distributor as well as the retailer. 
The three year guarantee is a factor which must be 
provided for by laying aside sufficient funds to take 
care of service calls during the entire term of this guar- 
antee. 

The 25 cents per day metering plan also involves the 
situation. The pay period is long. There is danger that 
before it is fully paid for newer designs and further 
development may discourage the meter customer. It is 
a race between the time of completing payments and the 
question of obsolescene. The time payment problem on 
refrigerators is a problem all its own. 
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New Lines Brin 
New Problems 





Martin J. Wolf 








Sales appeals, dealer outlets, 
servicing, financing and man- 
ufacturers' policies all pres- 
ent new angles to the radio 
wholesaler when he enters 
the appliance field 


Electric ranges are rapidly be- 
coming an item of major sales 
importance. An industry cam- 
paign is now getting under way. 
It is planned to sell one million 
ranges in the next three years. 
The fundamentals of this electric 
range sales plan follow closely 
the program that was so success- 
ful in marketing electric refrig- 
erators. 

The objective of 1,050,000 
ranges in three years represents 
only 1014 % of the resident con- 
nections in areas where special 
range cooking rates are estab- 
lished. 

Sun lamps offer another pos- 
sibility for proportionately large 
sales, inasmuch as thousands of 
these new and moderately priced 
sun lamps will be sold in the very 
near future 

Electric fans are a successful item. They represent 
a fair sized unit sale. The utilities are definite factors 
in the sale of this particular product. 

These items that I have touched upon are typical of 
the fact that each large appliance has a selling policy 
that varies to large or small extent from every other 
large appliance. Discounts, terms and sales conditions 
vary so that each appliance is a “law unto itself.” 


S you enter more deeply into this electrical industry, 

you will find the utilities very much of a factor. 
The utilities occupy the same position in the appliance 
field as broadcasting does in radio. All of us in the in- 
dustry are load-builders for the central station. They, in 
turn, have been, and today are, market builders for us. 
The relationship between yourself, your utilities and your 
market is most important. There is more than one view. 
In certain sections there is controversy. It is too big a 
subject for “snap-judgment.” Were I in your place, I 
would know the officials of the utilities in the cities in 
which I operated. They can help or mar your profits. 
They benefit from all that you sell and for that reason, 
I would call upon them for cooperation toward the end 
of increasing my profits. 

In fitting salable items to your markets you have 
another external problem—your dealers. Probably each 
of you thinks that as he adds lines, he can sell the new 
lines to the dealers who have been friendly and whom he 





*From an address delivered before the Radio Wholesalers Association, 
Chicago, January 19. 
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has carried and nursed 
over a long period of 
years. That is what I 
thought when facing the 
addition of radio to a de- 
partment that was al- 
ready handling electrical 
appliances. 

We added radio. At 
the end of a given time 
in studying the business 
we found that over 90% 
of our volume came from 
new dealers. We found 
that while we were build- 
ing good will on small 
table appliances, another 
wholesaler had been 
building good will for 


vacuum cleaners, another for electric refrigerators, and 
still another for electric ranges. 

Do not be surprised if, with the same dealer, you stand 
first on radio, second on refrigerators, third on electric 
ranges, fourth on table appliances and in fifth place on 
electric washers. 

As you broaden your lines time is an essential factor in 
your selling. You must closely watch the time element. 
An item that bears a 10% relation to your sales and 
profit may be receiving 20% of your organization’s total 
time while an item that represents 60% of your total 
sales and profit is receiving but 30% of your organiza- 
tion’s time. As the operating executive, there is nothing 
so important to your sales and profits as your control of 
the time factor. 

If you have not experimented with assigned accounts, 
I suggest you give it thought. Autocratic, geographic 
divisions of territory as a means of laying out the work 
of salesmen doesn’t seem to fit this industry into which 
we are going more deeply. Streets, buildings and square 
miles have no purchasing power. People buy. There- 
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RANGES—REFRIGERATORS—WASHING MACHINES 
The "Big 3" Among Major Appliances 


fore, give your salesmen a list of the people 
assigned them. Your ledger records pick up 
the history of an account. You have a real 
yard-stick when you treat a salesman on the 
basis of giving him a group of assigned 
accounts. Common sense urges one to group 
those accounts so that a minimum of time is 
lost going from one account to another. 

In metropolitan areas you may find it 
advisable to assign the same account to two 
or even three salesmen. You may have a 
man who can sell radio because he likes it. 
He may be a total loss in selling a particular 
customer washing machines. However, in- 
stead of passing up the washing machine volume, or 
destroying the satisfactory relationship on radio, why not 
withdraw washing machines from that salesman insofar 
as his radio account is concerned. Give the washing 
machine assignment to a second salesman who is more 
in sympathy with the product and can do relatively the 
same kind of job as the radio-minded salesman does 
on radio. 

All that I have said doesn’t minimize the fundamental 
that your selling must be followed by adequate service. 
Following selling with service isn’t new to radio whole- 
salers, but when you add other items, your service views 
must be modified. Service on refrigerators is much more 
of a high pressure job than is radio servicing. Valuable 
food in the box won’t permit of long delays from receiv- 
ing the request and clearing the call. Oil burner service 
calls in the winter are even more of a high pressure 
problem than is a refrigerator call, and both of these 
demand faster servicing speed than does radio. 

In no business with which I am familiar is it so 
necessary that the vision of the (Turn to page 44) 
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ow Utility Merchandising 
elps the Distributor 


By JOSEPH W. BUSCH 


Assistant Vice-President 
Illinois Power and Light Corp. 


wanting to monopolize merchan- 

dising sales. For many reasons e 
we do not wish to do a large part of 
the electrical merchandising. The pres- 
ent low saturation of appliances in the 
homes makes the task an impossibly 
large one for the utilities alone, with 
their relatively few stores. Worth 
while results, in obtaining greater sat- 
uration, is certain, however, with the 
thousands of individual dealers’ stores 
located in our communities, provided 
the merchandising can be done at a 
profit to these stores and provided 
there be no “let-up” in the continuous 
education of the customers. 

It is not generally understood by those who use elec- 
trical appliances and the dealers who sell them, that elec- 
trical devices do not have the ready acceptance that most 
people believe they have. Nor is it understood that, 
aside from replacement sales which are comparatively 
small as yet, most sales of electric appliances are so- 
called “educational” sales, made directly as a result of 
house to house canvassing. 

Sixty-five per cent of the people today are without 
electric washing machines. It is estimated that a very 
large proportion of these unsold customers are of such 
financial standing that they could afford to purchase at 
least the lower-priced washer now on the market but this 
65% of the population largely must be educated to use 
the washing machine. Failing in this, the replacement 
market is going to remain at approximately 35%. Some 
new sales will be made, of course, but by far the 
big proportion of these unsold customers need assur- 
ance as well as insurance, and they will not deliberately 
“shop” seeking them. 


7 HE utilities have been accused of 


y my own companies fully 75% of our sales are 
made through our outside salesmen directly as a re- 
sult of canvassing. We know that a large volume of orig- 
inal sales, to say nothing of a high percentage of the 
replacement sales from our old customers, go entirely, 
without resentment on our part, to the alert independent 
merchants in our various communities—directly as a 
result of the pioneering and educational work done by 
our salesmen. 

One sale in 10 calls is a good average for a good 
salesman, and the other nine calls are not wasted, since 
they are sowing seed, at least in part, for the other 
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Distributors are vitally concerned with the type of 
utility merchandising competition which confronts 
their dealers. Mr. Busch, formerly a district manager 
of the merchandising department of the Westing- 
house Electric and Mfg. Co., points out how mer- 
chandising, as practiced by his utility, benefits the 
dealer and, consequently, the distributor as well 


merchants in our communities who, under present con- 
ditions, cannot afford to sow it themselves. 

There has been a very mistaken idea as to the per- 
centage of appliance business done by utilities, as well 
as erroneous notions that this appliance business came 
to the utilities easily and solely because of the advan- 
tages the utilities had over the independent dealers. 

The facts are that, except for the replacement business 
and a small portion of store sales, utility merchandising 
sales have come only through hard work involving a 
great expenditure of manpower in house to house can- 
vassing. Our competition in this canvassing has been 
with trades and industries entirely outside of the elec- 
trical field, because unfortunately for the growth of elec- 
trical merchandising, independent electric merchants, 
generally speaking, have not had the interest, the ex- 
perience, or the profit which would enable them to carry 
on similar activities. 

Price-cutting, excessive long time payment, ruinous 
trade-in allowances, and “outlandish” premiums have no 
place in any sound electrical merchandising programs, 
if the merchants or utilities are to carry on their busi- 
ness at a profit. Aside from the unsoundness of these 
practices and the unwholesome effect on the customers, 
the spread of discounts on electrical appliances will not 
permit of these practices, and the utility, if permitted, 
can and does act as a stabilizing influence in lessening 
these evils. That this is not theory but a fact is proven 
in many cases of which I have knowledge—where an 
alliance of all competing merchandising outlets within 
a community, with the utility as a leader, reduced these 
practices to a degree that all who had a right to expect 
it made money on what they sold, more appliances were 
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sold. The customers were better satisfied because of 
better service and better appliances. 

In our campaign of merchandising service to our cus- 
tomers undoubtedly we have been neglectful of other 
merchandising outlets, neglectful in the sense that while 
in the vast majority of cases we have been fair com- 
petition as far as so-called ethical merchandising was 
concerned, we did not pause in our own selling work 
long enough to study ways and means of increasing the 
electrical sales of other dealers, even at the cost of tem- 
porarily sacrificing part of our own sales. 

We perhaps have been “short-sighted” in our en- 
deavor to take care of as much of the recent rush of 
business as we could ourselves without stopping to think 
of the other merchants. One reason for this probably 
is the fact that only during the past two or three years 
have we come to the realization that the independent 


10 Ways in which Utilities Can Cooperate 
with Distributors and Merchants 


Some of the many ways in which utilities can cooperate with the 


other merchants in their communities are as follows: 





dealers could sell electrical appliances in volume. Dur- 
ing this period too, our actions have been handicapped 
both by the inflated times and a “built-up” suspicion of 
the utilities that has made it extremely difficult for us to 
secure cooperation from the other merchants in our 
communities. 

It is pretty hard, when you are sincere in your efforts 
to cooperate in every sound way possible, to continue 
to make advances to dealers whom you would like to 
work with when, from experience, you feel you will be 
condemned before you present your case, and that you 
will continue to be condemned no matter what your 
record of performance is. 


ET me remind you that after all we are only human, 

and that in these “hurry-up” years, bringing with them 
a great and unexpected increase in sales, it would be a 
wonder if merchandising errors on the 
part of the utilities had not crept in, par- 
ticularly as the demands for service 
brought about in many cases expansion 
of utility sales forces so rapidly as to 
make it difficult to control the small pro- 
portion of offending merchandising men. 

If you will go back just a few years 
you will remember that at that time you 
had no utility merchandising problem to 





1.—By well considered advertising on the part of the utilities—by 
encouragement and cooperation with manufacturers to induce 
them to advertise more and by coordination of all advertising 
done in communities so as to get the best possible results from 
that advertising. 


2.—By home-service work and by adequate service departments 
where both departments in serving the customer promote the 
acceptance of electrical appliances whether they be sold by util- 
ities or by other electrical merchants. 


3.—By cooking schools, store demonstrations, etc., in which all dealers 
can participate if they will. 


4.—By attractive window — which even though installed in util- 
ity stores will have an effect on all observers. 


5.—By a well trained and controlled utility sales force that can be 
depended upon to be fair to all other makes of good apparatus 
while endeavoring in its house to house canvass to sell the par- 
ticular lines the utilities handle. 


6,—-By placing at the disposal of dealers our knowledge of electrical 
appliances thereby helping the dealers select lines which will be 
satisfactory to both customer and dealer. 


7.—By continuing our efforts to secure for the dealer better discounts 
and spreads which he feels he should have for an adequate profit 
in his business. 


8.—By continuing to carry and promote so-called "slow moving" 
stocks, a pliances upon which we do not now secure an adequate 
“demand but which in the future may with profit very well be 
stocked by all dealers. 


9.—By ‘'soft-pedaling" possibly on certain lines which have a good 
customer acceptance—devoting more of our efforts to lines on 
which customer accceptance is slow. 


10.—By acting through local associations (of which the utility should 
be a member) in promoting plans for sound merchandising—first 
advising all other dealers of the conditions and terms on which 
we will do our own merchandising and through encouragement 
endeavoring to get other outlets to follow. In this program nat- 
urally price-cutting, large trade-in allowances, etc., would be dis- 
couraged. 
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add to your other business considerations. 
It was not until the advent of the radio, 
for which an unparalleled demand was 
created, that dealers in general became 
really interested in electrical appliances. 
Those dealers became, as time went on, 
a greater and greater factor in the sale 
of radio, and today, duplicating the his- 
tory of iron sales, are selling all but a 
very small volume of all radios sold. 

Some three years ago the electric re- 
frigerator came into its own after several 
years of pioneering expense on the part 
of the manufacturers and the utilities. 
Here again, particularly during the past 
two years, dealers of all kinds became a 
big factor in the distribution of refriger- 
ators until, today, independent dealers of 
all classes sell at least 75% of all refrig- 
erators sold. 


In both the case of the radio and re- 
frigeration a great popular demand and 
customer acceptance was created. But it 
was not until this demand was created 
that dealers were able to participate in 
this business with any hope of volume or 
profit to themselves. Both of these de- 
vices came on the market within the last 
few years and, unfortunately for our 
better understanding, they arrived in 
popular demand during the most “hectic” 
period this country has ever known, at a 
time when agitation against utilities had 
seemingly become very popular and made 
it extremely difficult for a utility man 
to approach the dealers without appear- 
ing in the guise of a man “with a rope 
around his neck.” (Turn to page 44) 
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LOUIS BUEHN 


President, Louis Buehn Co. 
Philadelphia 


PON entering the radio field 
U Louis Buehn brought with 

him a background of musical 
rather than electrical experience, so 
it has only been natural for him to 
sell what the radio will do for the 
listener rather than merely to sell it 
as a complicated electrical device. 

It all started back in 1899 when 
Mr. Buehn worked for a Philadel- 
phia bicycle jobber, who added pho- 
nographs to his line. Mr. Buehn 
took charge of this department of 
the business and soon came to the 
conclusion that he might as well en- 
joy the rewards of his own efforts. 

So in 1900 he and a partner went 
into the phonograph business for 
themselves selling the old cylinder 
type Edison machine. The new part- 
ners each invested $1800 and took 
a small store that is almost within 
a stone’s throw of his present loca- 
tion. It is interesting to note here 
that although the firm has made sev- 
eral moves they have remained in the 
same neighborhood for over 30 
years. 

After only one year in business 
with his partner Mr. Buehn bought 
out the other half interest and be- 
came the sole owner. 

At this time the phonograph busi- 
ness was strictly regulated by the 
manufacturers, and dealers were on 
a definite contract to do certain 
things. For one thing sales at other 
than the suggested resale prices were 
not tolerated, and any infringement 
of this agreement meant the loss of 
franchise for the offending dealer or 
distributor. Consequently there was 
no price advantage to be offered. It 
was simply a matter of personality, 
dependable service and fair dealing 
that held customers. . 

Perhaps one reason for the strong 
hold Mr. Buehn has on his custom- 
ers some of whom have been with 
him for 25 years is the fact that he 
never tells a customer that the latter 
ought to buy from him. 
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Men You Should Know 


During most of the 
time in business there 
have been almost half 
a dozen other sources 
where the retail dealer 
could buy his goods and 
Mr. Buehn has always 
felt that the customer 
should be free to buy 
from any source that 
pleases him. The catch 
comes, however, in the 
fact that Mr. Buehn al- 
ways tries to make the 
customer want to buy 
from him rather than 
merely to sell the ac- 
count. 

Personal friendship is important, 
of course, but absolute reliability as 
to promises and statements about the 
merchandise is a business creed with 
Mr. Buehn, and he believes that any 
business man who has a good thing 
to sell and is scrupulously fair in his 
dealings will get his share of the 
business. Likewise he demands good 
faith on the part of his customers. 
The policy of his company is to be 
liberal within reason and in many 
cases let the customer make his own 
agreement. However, when a cus- 
tomer has made an agreement, it is 
Mr. Buehn’s policy to demand that 
the agreement be strictly followed. 


S an indication of the influence 
of the distributor having the 
good will of the dealer, it is interest- 
ing to note here the results of chang- 
ing the make of tube sold. A few 
years ago the company was selling a 
well known make of tube, but changed 
to a line unknown in this section of 
the country. Dealers quickly accepted 
this unknown line on the recommen- 
dation of the distributor and when 
distribution was completed the sales 
doubled those made previously with 
the old line. 
In 1906 the firm enjoyed its ban- 
ner year with the Edison phono- 











°A Pioneer 


Radio Wholesaler 


His natural appreciation of music led 
Louis Buehn to expand from phono- 
graphs into radio back in 1923. Thus 
he ranks as a pioneer radio distributor 
and has long been active in the work 
of the Radio Wholesalers Association, 
serving as its president in 1931 


graph. Eventually, Mr. Buehn took 
on the Victor line and later discon- 
tinued the Edison. 


HEN, in 1923, when radio was in 

its infancy, that was taken on by 
the Buehn Co. Following the same 
policies of service used in the phono- 
graph business the company has 
shared generously in the growth of 
this new industry. 

It is quite possible that a part of 
Mr. Buehn’s_ success has_ been 
achieved through natural apprecia- 
tion for music, for that with him is a 
hobby as well as a business. For 
years he has sung in choirs and has 
even directed the music of a large 
Philadelphia church. 

Mr. Buehn is a past president of 
the Radio Wholesalers Association 
and a member of the Philadelphia 
Radio Board of Trade. He has 
always been a firm believer in con- 
tact and cooperation with people in 
the same line of business . 
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A SUBURBAN BRANCH 


a Ss 
Impressive Displays This display room was recently opened in the Bay 


Ridge section of Brooklyn. As with every other 


branch show room of Rex Cole, Inc., a giant 
Aid K ¢ m4 t S white refrigerator is mounted on the top of the 
i A rigera or a es building. Display rooms like this, the company 


finds, also plays an important part in strengthen- 





ing the morale of salesmen and in increasing their 


pride in the organization 


One of the outstanding distributors of 
electric refrigerators is the firm of Rex Cole, 
Inc., New York City. Attractive show rooms, 
strategically located, have proved an impor- 
tant factor in building sales for this firm 







INTERIOR OF MAIN SHOWROOM 













Located at 265 Fourth Ave., this is said to be the 
largest display room in the United States devoted ex- 

uSiVE ly to electrical refrigeration. Mr. Cole not only 
believes in the importance « f fine display rooms but 






begins making a favorable impression at the curt where 






his uniformed door man meets visitors that dismount 







under the canopy which extends across the sidewalk 
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How a Supply Wholesaler 


Handles Specialty Lines 


OW far can an electrical 
H wholesaler afford to go in 

the matter of specializa- 
tion, in the segregation of his 
activities between supply and 
specialty lines? The Johnson 
Electric Co. of Cincinnati solved 
this problem by taking over ad- 
ditional floor space, rearranging 
and segregating display rooms 
and by employing specialists on 
two important lines. 

“We have been specializing in 
a quiet way for some time,” says 
Claude W. Johnson, president of 
the firm, “but have proceeded 
slowly with departmentalization 
because we emphatically refuse to neglect or relegate to 
the background our supply business, which has dealt 
very kindly with us. What we have sought is a balanced 
set-up which will do justice to both supplies and spe- 
cialties.” 

To accomplish the above, Mr. Johnson has made radi- 
cal changes in the offices and warehouses. The company 
owns the building at 331 Main St., in which the business 
has been conducted for years, also the one next door, 
both being four stories high. The latter structure has 
now been taken over and remodeled, thus doubling the 
company’s floor space. 

While added comfort and appearance was behind the 
expansion and remodeling to a certain extent, the main 
purpose was to secure a physical layout that would im- 
prove service and increase sales. Hence it was decided 
to use the building originally occupied for supplies only, 
including the store and shipping room. 

In the other building a handsome first floor display 
room 100’ x 20’ is the main feature. Here are shown 
major appliances, radio, ranges, vacuum cleaners, both 
commercial lighting units and residence fixtures, exhaust 
and house fans, clocks, trains, electric chimes and other 
specialties. This room is for the use of dealers who 
wish to bring customers in, as well as the company’s 
salesmen. 


N the second floor of this building are the gen- 
eral offices, at the front. Then comes another 
display room for apparatus, switches, transformers, 
meters, line insulators, motors and street railway 
equipment. The idea of this arrangement is to sepa- 
rate the heavy and more technical items from the 
resale specialties. 
In the rear of the second floor are two exhibits, one 
of which is a decided departure, but which is drawing 
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When a supply wholesaler in a small territory enters the 
specialty field, how far is it practical for him to go in seg- 
regating his supply and specialty activities? How an Ohio 
wholesaler solved this problem is described in this article 


a lively interest from electrical men, especially contrac- 
tors and engineers. It consists of a collection of early 
electrical fittings and devices which Mr. Johnson has 
been gathering for several years, many of which date 
back to the first days of the industry. 

Also, in the rear of this floor is a separate room for 
the sale and demonstration of a specialty which the com- 
pany is proving to be a valuable and logical addition to 
its wholesale line—the RCA Photophone, a portable 
machine for showing talking motion pictures. M. C. 
Ewing is the specialist in charge of this department. 


ITH these new displays and with the stock rear- 

ranged, a balanced sales plan on supplies and spe- 
cialties is in force. All the company’s regular salesmen 
have been trained towards specialization so they can suc- 
cessfully sell along that line. On the other hand, no 
attempt has been made to provide a complete corps of 
specialists. 

In the case of sound movies, Mr. Ewing is devoting 
his entire time and energy to that line, because its sale 
calls for contact with schools, lodges, industrials, etc. 
All the salesmen will be able to talk it up, however, and 
their leads will develop into sales in many cases. 

Commercial lighting is a valuable specialty and will 
be pushed as never before by all the men. Franklin 
Shaw is the lighting specialist, and covers the city terri- 
tory on this line. The large fixture display permits of 
thorough demonstration and comparison of individual 
units. This means that more dealers and contractors 
come in and are brought in by the outside men. 

The big point is that these special activities do not 
conflict in any way, and the results so far have exceeded 
expectations. These changes, made at a cost of several 
thousand dollars, have had a distinct effect not only on 
sales but on the morale of everyone in the organization. 
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Ninth Annual Oil Burner Show 
Will Be Largest Ever Held 


Plans for the largest show in the 
history of the oil burner industry are 
revealed in an announcement of the 
program for the ninth annual con- 
vention and show of the American 
Oil Burner Association which is to 
be held in Boston, April 11 to 16. 
A full week’s activity includes two 
merchandising and one engineering 
session in addition to regularly sched- 
uled meetings for manufacturer 
members and members of the Dealer 
Division. Entertainment features 
also have been scheduled. 


Approximately two months before 
the show is scheduled to open, 59 
exhibitors have contracted for 92 
booths in Mechanics Hall, Boston, 
where the exhibits are to be set up. 
Two factors in addition to the 
growing prominence of the annual 
oil burner show are felt to be re- 
sponsible for the unusually large 
number of exhibitors. These are the 
provision for “live” or operating 
exhibits and the waiving of require- 
ments for membership on the part of 
accessory equipment manufacturers. 
This latter provision has brought 
many new companies, non-members 
of the association, into the show for 
the first time. 

The annual meeting for members 
at which the new directors are elected 
will be held on Tuesday morning and 
the officers will be elected at the 
meeting of the new board of direc- 
tors on Thursday morning. 

A special open meeting for dealers 
is scheduled for Tuesday afternoon. 

The first merchandising session 
will be held on Wednesday morning, 
to be followed by an engineering 
session on Thursday and a final mer- 
chandising session on Friday. An 
outstanding list of speakers has been 
selected for each session including 
Walter F. Tant, president of the 
American Oil Burner Association, 
Robert Tinsman, president Federal 
Advertising Agency, Esten Bolling, 
consulting engineer on air condition- 
ing, Ralph Bristol, of the Babson 
Statistical Organization and Kather- 
ine Fisher, of Good Housekeeping 
Institute. 

The entertainment program reaches 
its height on Thursday night with 
the annual banquet and ball in the 
Statler Hotel. The Hon. James W. 
Curley, Mayor of Boston, is to de- 
liver the principal address at the 
banquet. On Friday night the Dealer 


Division stages its own ‘Dealers’ 
Frolic” with a dinner to be followed 
by entertainment. 

Reduced railroad fares on the cer- 
tificate plan will be in effect from all 
points during the convention and 
show. Following the usual custom no 
admission is charged to the show and 
special efforts are being made to 
attract the general public as well as 
members of the industry and pros- 
pective dealers. 


v 


G.E. and Westinghouse Promote 
Combination Appliance Sales 
Believing that a combination of 

several electrical household appliances 
can be sold as a unit if combination 
installment terms are made available, 
the two largest electrical manufac- 
turers have recently launched new 
plans for budget buying. 

General Electric has already started 
a national advertising campaign offer- 
ing a complete electrical equipment 
for the kitchen on weekly terms. Re- 
frigerators, ranges, dishwashers, ven- 
tilators, lighting units, clocks and 
small appliances are included. 

The Westinghouse plan allows ap- 
proved dealers to sell any group of 
Westinghouse appliances selected by 
the customer under a single contract 
and arrangements have been made 
with one of the large finance com- 
panies for discounting dealers’ paper. 


N.E.M.A. Makes Report on Re- 
frigerator Coin Meters 

The Commercial Practices Com- 
mittee of the National Electrical 
Manufacturers Association has sub- 
mitted a report on the use of coin 
meters in the sale of electric refrig- 
erators. It is the opinion of the com- 
mittee that this method of financing 
the purchase of refrigerators, which 
has been looked upon in certain ter- 
ritories as a retail sales stimulant, is 
unsound unless adequate down pay- 
ment is secured upon delivery. 


v 


Norge Corporation Conducts 

Distributor-Dealer Meetings 

Norge Corp. of Detroit, is con- 
ducting a series of distributor-dealer 
meetings in the principal cities 
throughout the United States, to 
acquaint its selling organization with 
the details of the 1932 line and to 
present the sales promotion and ad- 
vertising plans for the coming season. 
These meetings are being held under 
the direction of John H. Knapp, 
vice-president and director of sales 
for Norge Corp. 

This company reports for the 
twelfth consecutive month of 1931 
an increase in sales. The December 
gain of 417% against the same 


month in 1930 shows Norge with a 
net gain for 1931 of 460%. 





c. 


Charter Members of the "Quota Busters": Assembled on 





of the 


the steps 


Mansfield, O., city building are the Westinghouse “Quota Busters” in full regalia. 
They were officially welcomed by Mayor C. S. Moore, Police Chief R. A. Schad, 


and Municipal Judge R. E. Hutchison. Included in the delegation are members 
of the Westinghouse Co. who helped to act as hosts to the salesmen. Left to 
right, front row: Grover Goodman, Rochester; Allen Black, New York; Judge 
R. E. Hutchison; Mayor C. S. Moore; Chief of Police R. A. Schad, and C. B. 
Harding, Springfield, Mass. Second row: J. M. Stedman and H. L. Beuhler, 
Cleveland; C. L. Townsend, Chattanooga, Tenn.; L. R. Spates, Alhambra, Calif.; 
J. L. Mullen, Huntington, W. Va., and Walter Tieche, Milwaukee, Wis. Third 
row: R. O. Richards; George Constance; R. L. Sanner; Ralph Gates; R. B. 
Beatty, and S. W. Sorenson. The “Quota Busters” comprise the divisional 
winners in the national Westinghouse refrigeration sales contest. 
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FINGER- 
TIP 
CONTROL 


IN THREE 
POSITIONS 


POUNDS 
LIGHTER 
THAN MANY 
CLEANERS 


NOZZLE 
= AUTOMATICALLY 
ADJUSTS TO 
ANY RUG 


@ The Delco Vacumatic with Rotary Brush—for the 

many users who prefer the rotary brush type of 

cleaner. The sweeping action, combined with power- 

ful suction, makes this model an extremely thorough 

cleaner. Patented, self-cleaning brush is an exclusive 
feature with Delco. 


A 


THE DELCO VACUMATIC, WITH FINGER-TIP CONTROL, 
OFFERS A COMPLETE LINE—NEW STANDARDS OF PER- 
FORMANCE, NEW LIGHT WEIGHT, NEW FEATURES THAT 
WILL BRING NEW PROFITS TO YOUR TRADE—AND YOU 


Delco engineers ‘“‘started something” with the Finger-Tip Con- 
trol Delco Vacumatic. Set a new pace in standards of efficiency. 
Produced a new kind of vacuum cleaner, as nearly automatic in 
action as humanly possible to make. A cleaner that all but runs 
itself. The kind modern homemakers have always wanted and 
never had before. 


Here is a cleaner your customers can demonstrate with pride. 
For it has more distinctive features—more revolutionary improve- 
ments—than any cleaner ever offered before. 


Finger-Tip Control and the exclusive Three-Position Lock 
eliminate stooping, lifting, foot manipulation. Aluminum con- 
struction combines extremely light weight with amazing strength. 
The extra long and specially designed nozzle makes it easy to 
reach under chairs and out-of-the-way places; adjusts itself auto- 
matically to different heights of rugs without any hand manipula- 
tion. The famous Delco motor insures dependable operation and 
maximum suction. The extra large wheels make operation virtu- 
ally effortless. The floating brush of the one model—the rotary 
brush of the other—gives every woman the type of cleaner she 
prefers. And the Delco Hand-y Vacumatic completes the line. 


The Delco Vacumatic marks a new era in house cleaning 
methods for women; a new era in profit-making possibilities for 
your customers—and you. Mail the coupon for detailed informa- 
tion on the Delco Selling Plan today. 


DELCO APPLIANCE CORPORATION, Rochester, N. Y. 


™ DELCO FANS made new sales records for distrib- 
utors and dealers last summer. The coming 
season should be even better. These fans offer 
new beauty, new quietness, new economy—new 


profit-making possibilities. Get ready now fora 





big summer season. Write today for sales plan. 


FINGER « TIP CONTROL 


DELCO VACUMATIC 


oe All but rnuw ilaelf 


VALUE 


GENERAL MOTOR S 


DELCO APPLIANCE CORPORATION, 


@ The Delco Vacumatic with Floating Brush—In this 

model the brush does not rotate, but is automatically 

adjusted to the height of pile, so that it cleans any 

type of rug or carpet with equal efficiency. Extra 

strong suction, because of smaller nozzle opening. 
This model also has self-cleaning brush. 


Dept. N-21, Rochester, N. Y. 
Please send me your Delco Sales Plan and complete information about the Delco line 
of Vacumatics and Fans. 
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OUR 
BLUE BOOK 


MAKES IT HOT 

















AMERICAN BLOWER FOR 
BLUE BOOK OLD MAN 
A Complete Sales and Advertising Plan for G L O O M 


Ventilating Contractors and Electric Dealer 
s 


... IT SHOWS YOU HOW lating equipment for stores, restaurants, 
TO GET MORE SALES, offices, factories, garages, shops— for 
INSTALLATIONS and PROFITS ‘°° type of business. It helps you 


line up new business and keep present 
Just the thing for jobbers and jobbers’ accounts ‘‘pepped up’. 


| 
salesmen! Send for your copy today. No charge 
It is a book full of tested and practical or obligation. It will help you increase 
sales and advertising helps. It shows your sales of electric ventilation equip- 


when, where and how to sell electric venti- ment in your territory. 





AMERICAN BLOWER CORPORATION, DETROIT, MICH. 
AMERICAN BLOWER CORPORATION CANADIAN SIROCCO COMPANY, LTD., WINDSOR, ONT. 


6000 Russell Stree 
DETROIT, MICHIGAN BRANCH OFFICES IN ALL PRINCIPAL CITIES 


Gentlemen: Please send me a copy of the 1932 American 


Blower Blue Book at once. I understand I will not be obligated. e 
re Xt m= American Rlower 
Street ; - ya ini cen Re ae nd vx aoieumeaaoatt 


City 
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"Fada" Announces New Radio 
Receiver 

The new “Round-the-World” radio 
receiver announced by “Fada” is not 
an adaptor or a converter, but a com- 
pletely new full console size chassis 
design combining two receivers in one 
with large “Fada” dynamic speaker. 

Among the many features is auto- 
matic volume control on both the 
short and normal waves and it is said 
that this “Fada” set is the first to 
incorporate automatic volume control 
on short waves where it is even more 
important than on normal reception 
because of the tendency of fading 
characteristic on short wave trans- 
mission. 

Complete range of receiver is from 
15 to 550 meters with a switch over 
from the low to the normal band 
without any plug-in coils. 

The intermediate frequency on the 
model 66 for short wave tuning is 
1525 kilocycles instead of the cus- 
tomary 1000. This is vitally impor- 
tant as at the 1525 kilocycle inter- 
mediate frequency, the tuning is be- 
yond the normal wave band which 
prevents any interference from local 
stations which frequently occurs with 
many short wave designs. 

On a recent test the “Fada” 66 
picked up a broadcast station in 
South America in the short wave 
band, and the station was only using 
seven watts of power. 

This set (model 66) is a 10 tube 
superheterodyne. It is priced at 
$99.50, complete with tubes. 


v 
March—The Ten Million 
Call Month 


March has been chosen by the 
Electric Refrigeration Bureau as the 
Ten Million Call Month with the 
hope and expectation that such a job 
of house-to-house calls will be done 
as has never been done in 30 days of 
electric refrigeration history. 

For any community, the quota of 
total refrigeration sales calls for 
March is one-half the total number 
of domestic customers on the lines of 
the central station. The quota of 
March calls for any individual sales 
outlet is found by estimating the total 
number of domestic refrigerators ex- 
pected to be sold in 1932 and multi- 
plying this figure by 10. 

The object is, of course, to sell— 
to sell just as many electric refrig- 
erators as sweat and perserverance 
will permit. But there is another ob- 


ject and that is to get a line on pros- 
pects for future sales effort. 

In the eagerness to complete a 
record number of calls, however, it 
should be borne in mind that the pur- 
pose is not merely to make a large 
number of calls, but to make effective 
calls. 

To make house-to-house calls 
plainly involves man-power. Retail- 
ers who regularly employ commission 
or other salesmen have recruited 
their sales ranks to full strength. 

Central station solicitors will like- 
wise be at the maximum number and 
will be devoting their time in many 
cases exclusively to refrigeration 
during March. 

The Bureau has issued a special 
booklet regarding Ten Million Call 
Month which contains detailed sug- 
gestions on prospect lists, calls, han- 
dling of salesmen, timely advertising, 
etc. Copies may be obtained gratis 
by addressing the Electric Refriger- 
ation Bureau, 420 Lexington Ave., 
New York City. 

v 
Automobile Radio Now a Major 
Line 

Sales of automobile radio will be 
of major importance during the pres- 
ent year, according to W. H. Clarke, 
Buffalo district manager for the E. 
T. Cunningham radio tube organiza- 
tion, who cites recent statistics show- 
ing that 16 prominent automo- 
bile manufacturers now include built- 


in aerials as standard equipment in 
their cars. 

Mr. Clarke adds that the automo- 
bile market still remains practically 
virgin territory for the sale of radio 
sets, there being, he estimates, less 
than 5% of the 23 million passenger 
cars in this country so equipped. 
“Radio for the automobile driver,” 
he states in detail, “has proved a 
practical and useful entertainment 
device, not only for the family tak- 
ing a Sunday or week-end drive, but 
also for the business man and sales- 
man using his car daily in the trans- 
action of business. The wide diver- 
sity of present-day programs in which 
market and business statistics are 
liberally interspersed with other 
broadcasts of a purely entertainment 
nature, is rapidly making radio a 
most valuable accessory of the mod- 
ern automobile.” 

v 


Westinghouse Reduces Electric 
lron Prices 

A substantial reduction in the 
price of electric irons has been an- 
nounced by the merchandising off- 
cials of the Westinghouse Electric 
and Manufacturing Co. 

In spite of the price reductions 
which are as high as 31%, there will 
be no lowering of quality in the 
irons, the same processes and mate- 
rials being used. The reductions an- 
nounced extend over a range of 
prices as high as $2.80 per iron. 





R.W.A. Officials Inspect Model of World's Fair: 


the Radio Wholesalers Association who visited A Century of Progress Exposition 


during the Chicago Convention in January. 





Some of the members of 


The radio men are seen inspecting 


the model of the Electrical Group in the Exhibit Hall of the Administration 
building. One of the units of this group will be the Radio building, in which 
exhibits of the radio industry will be shown in 1933. 
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General Electric Refrigeration 
Campaign Starts March 14 


The spring sales campaign of the 
General Electric refrigeration de- 
partment will begin March 14 at sun- 
rise when the mythical land of Re- 
frigerania, set up during last fall’s 
sales drive, opens war on Sales Re- 
sistance. 

Arthur S. Dunning, distributor in 
Duluth, Minn., and who last fall was 
elected president of Refrigerania by 
the sales accomplishments of his dis- 
tributorship, read the proclamation of 
war, February 2, at the fifth annual 
mid-winter convention of the refrig- 
eration department held at the Mi- 
ami-Biltmore Hotel and Country 
Club in Coral Gables, Fla. 

The “war” will end at midnight 
May 31. 

This campaign will be supported 
by an intensive advertising program 
of national scope. A campaign to 
recruit dealers in all districts between 
February 1 and March 14 with the 
object of bringing the “Army of Re- 
frigerania” up to full strength has 
been launched. 

The basis of all retail domestic 
sales will be the 25 Plan in which 
the General Electric refrigerator rep- 
resentative makes 25 calls a day in 
an effort to sell, not refrigerators, 
but evening appointments. 

The new Conditioned Air Refrig- 
eration for commercial use will also 
play an important part in the cam- 
paign. 

v 
"Majestic" Refrigerator Distribu- 
tors Hold Annual Convention 

Approximately 90 men represent- 
ing 41 distributors attended the first 
showing of the 1932 “Majestic” re- 
frigerators, at the two-day meeting 
of “Majestic” distributors held at the 
Edgewater Beach Hotel in Chicago, 
January 28 and 29. 

B. J. Grigsby, president of the 
Grigsby-Grunow Co. announced that 
all distributors west of Omaha, would 
have a separate convention in Del 
Monte, Calif., on February 10. 

He also stated that the Grigsby- 
Grunow Co. was now a member of 
the N.E.M.A. 

The new “Majestic” line in- 
cludes four, five, six, seven, 10 and 
12 cubic-feet models, among which 
are both porcelain and “elasto”’ fin- 
ishes. The line retains its famous 
30 features to which have been 
added an interior light, 


“Easy- 





out” ice tray and improved shelf 
arrangements. 

D. M. Compton, vice-president 
and general manager, made a defi- 
nite request to distributors to have 
entirely separate units for selling 
refrigerators and radios. Mr. 
Compton stated that the Grigsby- 
Grunow Co. has an entirely sepa- 
rate sales department, an entirely 
separate engineering department, 
and an entirely separate manufac- 
turing department for the radio 
and refrigerator end of the busi- 
ness, and expects its distributors 
to follow this lead. 

“Both radios and refrigerators” 
he said, “must be a 12-months’ 
business, to successfully compete to- 
day.” 

v 
"Easy" Campaign to Benefit 
Industry 

The Syracuse Washing Machine 
Corp., Syracuse, N. Y., manufacturer 
of “Easy” washers and ironers, has 
embarked on a national advertising 
campaign which urges the readers of 
the national magazines to do their 
own washings at home. 

The reasons advanced in this cam- 
paign for home laundries are: econ- 
omy; smaller outlay for clothing as 
a result of being able to wash them 
oftener; freshness of babies’ cloth- 
ing; bedding can be renewed more 
frequently; more satisfactory to the 
fastidious than clothes washed in 





public laundry tubs; no loss of treas- 
ured articles, and natural bleaching 
and sweetening of clothes instead of 
by artificial means. 

This campaign, which is one of the 
most ambitious ever launched in the 
industry, is backed by a merchandis- 
ing program which “follows through” 
to the same objective. “Easy” deal- 
ers and salesmen throughout the 
country have been furnished with in- 
formation to help them induce pros- 
pects to sell home laundries. 

v 


Refrigeration Activities in 
Kansas City 

Dr. G. W. Allison, head of the 
field forces under the national Elec- 
tric Refrigeration Bureau, addressed 
94 refrigerator distributors and sales- 
men at a luncheon meeting held 
Monday, February 8, in the K. C. 
Athletic Club. Dr. Allison pointed 
out that a survey among several 
hundred women on why they wanted 
electric refrigerators showed 77% 
replying “convenience.” He _ stated 
that recipe books are very important 
selling aids, and cautioned against 
selling boxes which are too small be- 
cause they defeat the advantage of 
buying quantities of foods at special 
prices. 

Plans are progressing steadily for 
the Electric Refrigeration Exposition 
to be staged by about 16 distributors 
in cooperation with the K, C. Power 


and Light Co. the week of March 28. 





Tooting Their Own Horn: The B. O. R. Radio Co., Reading, Pa. owns this 
calliope that travels over the company’s territory advertising the new models. 
At first they tried renting, but found the musical truck so effective they bought 


it outright. 
® 
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Have you 
told your dealers 
they will lose 


this BUSINESS 





IF YOUR dealers don't keep Toastmaster and 
W afflemaster in stock all the year round, they lose 
plenty of profits that should be theirs—and you 
lose lots of business that should be yours. Both 
Toastmaster and W afflemaster sell in good volume 
every month in the year. 

Look at the sales opportunities in the months 
just ahead. March is National Toaster Month. 
April is the first of the bride months. Toastmaster 
and Wafflemaster, as you know, are among the 
most popular of all wedding gifts. In May comes 
Mother's Day —a good occasion to sell either 


ge 










if they 
have no 


STOCK ? 


Toastmaster or Wafflemaster. June is the big 
wedding month of the year. Every month brings 
its opportunities to sell Toastmaster and Waffle- 
master! 

And don’t let your dealers forget that power- 
ful Toastmaster and Wafflemaster national ad- 
vertising is going to bring business to the man 
prepared to handle it. 

Push Toastmaster and Wafflemaster to your 
dealers now. Urge them to keep their stocks up 
all the year round. No other electrical appliances 
will pay you better for your efforts! 


WATERS-GENTER COMPANY : A Division of McGraw Electr'c Company * Dept. L-3, 219 N. Second St., Minneapolis 








TOASTMASTER 


AUTOMATIC ELECTRIC TOASTER 








(MADE UNDER STRITE PATENTS) 





With Toastmaster, toast practically makes itself. 
Put in the bread, press one lever. When the toast 
is done, up it pops and off goes the current. Toast- 
master Toast is better toast. 1-slice Toastmaster= 
faster than most 2-slice toasters—makes more than 
enough toast for the average family—$12.50. For 





greater capacity—2-slice Toastmaster— $17.50. 











WAFFLEMASTER 


MAKES WAFFLES AUTOMATICALLY 








(A TOASTMASTER PRODUCT ) 


With Wafflemaster, waffles, too, almost make themselves. 
You never have to guess whether it is ready. A tiny light 
tells when to pour in the batter. And you never have to 
look to see whether the waffle is done. The light tells when 
to take the waffle out. Wafflemaster is always at the right 
temperature for the next waffle. It never cools off or over- 
heats. A useful daily convenience — $14.50. 
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How Utility Merchandising 
Helps the Distributor 
(Continued from page 33) 

The practice of deferred payments 
on smaller appliances which of course 
I am not here to advocate, has been 
generally condemned by the electrical 
merchants. Out of deference to the 
wishes of the independent dealers 
this method of selling has been large- 
ly dropped by the utilities. Never- 
theless, this method of selling was 
highly effectual in adding to the low 
saturation of small appliances. Since 
it has been discouraged, manufactur- 
ers will advise you that there has 
been a serious slump in the sale of 
all small appliances not only among 
the utilities but also among the deal- 
ers who sold on cash terms only. The 
fact that utilities added a carrying 
charge for deferred payments on 
small appliances was of no consola- 
tion to the independent dealer. He 
felt that he was not in a position to 
finance small appliance sales, but it 
is only by volume that he could af- 
ford a finance plan for small appli- 
ances, and it is only by using every 
legitimate plan of selling that an ade- 
quate volume can be attained. 

Aside from increased sales of ap- 
pliances to new customers, it is in the 
replacement business that the dealer, 
particularly those without outside 
sales departments, can look forward 
to with pleasure. Here the hard 
work has been done. Having had 
the appliance, the customer will rare- 
ly be without it again. When it 
comes to replacements he will “shop” 
and be a potential customer of any 
merchant who can interest him 
through attractive merchandise and 
attractive stores. Before the replace- 
ment business can assume a satisfac- 
tory volume there must be customer 
acceptance and demand. This can 
only come through saturations ap- 
proximately similar to what we have 
in the iron today. 

There is not much comfort to the 
average dealer in picturing appliance 
sales as they are today. A great deal 
of comfort, however, can be had by 
visualizing what they can be built up 
to by common sense and alert mer- 
chandising, by constant cooperative 
promotional activities, and by average 
rates ultimately so low comparatively 
that people cannot afford not to 
further electrify their homes. After 
you have this picture of the future, 
and with the realization that most of 
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you will have to start in a more or 
less modest manner before you can 
hope to reach the goal of satisfaction 
with your electrical merchandising, 
you should decide, if under the pres- 
ent profit and volume you enjoy from 
electrical merchandising, you can af- 
ford to do this promotional work 
yourselves. If you cannot, then you 
must finally decide if it isn’t more 
profitable from every angle for you 
to accept the help you can receive 
from the utilities by expressing your 
willingness to go along with us. 

It seems to me that at this time, 
and for some time to come, we should 
be too busy putting our own house 
in order to carry on other peoples’ 
fights unless we ourselves are af- 
fected. So, if you believe in any small 
way what I have said, why go against 
what we believe to be your own best 
interests by remaining indifferent or 
antagonistic to the utilities who are 
sincere in their desire to put elec- 
trical merchandising on a basis where 
you can hope to remain permanently 
in it—and with increasing volume 
and profit as the years go. on? 


v 


New Lines Bring New Problems 
(Continued from page 31) 


wholesaler be gaited to selling through 
retailers rather than to them. Get- 


ing an order from the dealer doesn’t 





Eveready Flashlights in Use at Lake 


Placid: Participants in night sports, 
such as skiing, bob-sledding and skating 
are using flashlights to guide them on 
their way. Here is Bert Taylor, holder 


of the 1,500 meter event and winner of 
the Olympic trials, proving a friend in 
need to Mrs, Lillie Brooks Potter of To- 
ronto, woman contender competing for 
the contests. 


honors in 








mean much. 


Getting that dealer to 
sell your particular products does 
mean much. Selling through dealers 
is the secret of satisfactory sales and 
profits. 

Your primary desire is to increase 


your sales and profits. This you can 
do in three ways: 1. selling to new 
customers; 2. selling more to and 
through old customers; 3. reducing 
sales resistance. It may take all three 
of these to bring about what you 
want. Yet, your emphasis should be 
upon selling more to and through old 
customers. 


Broadening and widening your 
lines is the road to that result. You 
will find the market you are about 
to enter highly competitive. You 
will need plenty of selling pressure. 


In searching for salable items, re- 
member that a “Grade A” radio line 
needs “Grade A” products to form 
your family group. If you now sell 
a “Grade B” radio, then go after 
“Grade B” products to fill out your 
line. In finding markets and fitting 
your family of products to your 
market, remember that you are deal- 
ing with users (the public); your 
local utility; your own organization ; 
dealers of qualified loyalty and a new 
group of supplying manufacturers. 


You will probably find each manu- 
facturer has his own sales policy. Be 
prepared to give and take. Do not 
be disappointed if your group of 
friendly and cooperative radio deal- 
ers are not so friendly with you in 
relation to the electrical appliances 
that you add to your line. Remem- 
ber that while you built radio loyalty 
with that dealer, other wholesalers 
built refrigerator, electric range, 
washing machine and small appliance 
loyalties. Don’t get impatient. Ex- 
pect it. Then you will be prepared 
and not disappointed. 


The one common denominator for 
all lines is to follow selling with 
service. The degree of service varies 
with the appliance sold, but the fun- 
damental applies to all items taken on. 


This is my conception of a few 
of the elements that you will have to 
face in turning the corner from a 
single line to a many-lines-specialized- 
electrical wholesaler. It is a big step. 
The electrical industry is a big in- 
dustry. It is already crowded. Al- 
though today’s pushing and crowd- 
ing is but child’s play to what it will 
be, remember that the efficient will 
always survive. 
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Eighteen years ago we installed 24 Style “B” ceiling fans in the 
Cuneo Press Plant. Minor repairs have been made on four fans. 
The balance have had no attention except regular inspection 
and lubrication. These fans usually run day and night for long 
periods. Eighteen years of practically uninterrupted service. And 
still going strong. Mr. Cuneo thinks this is a record. Thousands 
of other R & M Fans are doing as well. 











Robbins & Myers 


FANS AND MOTORS 


HAND AND ELECTRIC 
HOISTS AND CRANES 


STANDARD 
FANS of all types 
and sizes, sta- 
tionary and oscil- 
lating, for home 
or office. A. C. 
and D. C. From 
$6.50 /ist and up. 





(RIGHT)—8-inch OSCILLATING MOD- 
ERNISTIC FAN— The latest thing. Suited 
to modern homes. Rich silver-like finish. 
What women want. $12.75 /ist. 








THE NEW ROBBINS & MYERS 52” 
DE LUXE CEILING FAN-LIGHT 


Here is a fan for modern interiors with low ceilings. With the 
lighting attachment it requires from 8 to 10 inches less head- 
room than other types. It has beauty of design, and should last 
a lifetime. It is lubricated with wool yarn impregnated with 
lubricant at high pressure, good for two years without touch- 
ing. Three-speed fan control. Three light sockets. Manual 
reversible blade to change air direction. Retail prices $50 
(110 volts); $52 (220 volts) Jist. 


R & M Fans are 
built for /ifetzme 
satisfaction 


We have been building good fans for over 
35 years. Many of the first fans we built are 
still giving satisfaction. We have beautified 
and improved our line. Today it is the hand- 
somest and most dependable line of fans to 
be had. The reputation of R & M Fans is 
widespread. People have faith in them be- 
cause they know how good they are. They 
are trouble-proof and they pay you a good 
profit. We advertise them nationally, which 
helps you sell them. Send for 1932 Catalog. 
Robbins & Myers, Inc., Springfield, Ohio; 
Brantford, Ontario. 


10” OSCILLAT- 
ING ART FAN 
A good-looking 
fan for the mod- 
ern home. Silver- 
like finish. Big 
breeze-maker. 
A.C. $17.50 ist. 





KOOLITE (not illustrated)—A new combi- 
nation low-priced fan and lighting fixture. 
For home or office use. Supplies large vol- 
ume of breeze. $20 /ist. 
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Frigidaire Holds Annual Sales 
Congress 

Two hundred stars of Frigidaire 
Corporation’s national selling organ- 
ization, men who sold approximately 
$14,000,000 worth of business during 
1931, recently concluded a two-day 
meeting of the company’s honor or- 
ganization held in Dayton. 

They represented Frigidaire Sales 
districts which made the best records 
during the year and included sales- 
men, dealers and supervisors. 

Florida carried away first honors 
at this annual gathering of quota- 
breakers. Claude H. Wolfe, sales- 
man of Orlando, representing the 
Tampa district, was made president 
of the congress. The Tampa district 
exceeded its sales quota by a greater 
percentage than any district :n the 
United States. Miami was runner- 
up and Cecil E. Kirby, salesman, was 
named vice-president. Eight cabinet 
members were chosen and the re- 
mainder of the stars installed as sen- 
ators and representatives. 

H. W. Newell, new vice-president 
in charge of sales, made his first of- 
ficial appearance when he was intro- 
duced at the opening of the congress. 
He acted as toastmaster at the annual 
banquet which was attended by com- 


pany officials and C. F. Kettering, 
vice-president in charge of research 
of General Motors Corp. 

E. G. Biechler, president and gen- 
eral manager of Frigidaire, concluded 
the congress when he awarded each 
man a gold watch engraved with the 
ensignia of the organization. 


v 


RCA Victor Introduces New 
Auto Radio Receiver 

An exceptionally selective and sen- 
sitive automobile radio receiver, 
which incorporates many new and 
distinctive features of operation and 
installation, has recently been intro- 
duced by the RCA Victor Co. 

The new instrument, which is 
called the “M-30”, is a nine tube 
superheterodyne receiver operating 
on current supplied by the automo- 
bile in addition to four intermediate 
size 45-volt “B” batteries which can 
be located in any place in the car. 

One of the outstanding features of 
the new automobile radio is that it 
incorporates the new Class “B” am- 
plification, which gives twice the out- 
put with half the battery drain, re- 
sulting, at a given battery drain, in 
four times the amplification available 
in ordinary circuits. 





turn on the cold! 








Science Goes Nature One Better—Perfects Weather: Turn on the heat, or 
This Frigidaire air conditioning unit does both, and to com- 


plete its responsibility of supplying perfect indoor weather the year round, it 


keeps Old Man Humidity on the run in the hot and sultry seasons. 


Smaller and 


more attractive than the familiar radiator it replaces, the individual unit type 
air conditioner not only heats, but cools, cleanses, dries, moistens and circulates 


the air. 


The conditioners are designed for installation in homes, apartments, 


offices, commercial establishments and virtually every type of room or structure. 


"Majestic" Dealers Meeting Held 
in Chicago 

A number of prominent Chicago 
radio dealers met with the officials 
of Wakem and Whipple, Inc., Chi- 
cago, exclusive “Majestic” radio dis- 
tributors, and several officials of the 
Grigsby-Grunow Co., manufacturers 
of “Majestic” radio, at the Medinah 
Athletic Club for a_ get-together 
luncheon on Wednesday, Febru- 
ary 10. 

The various phases of the “Ma- 
jestic’”’ picture were gone into clearly, 
and it was agreed that the time was 
here to concentrate on the selling of 
radio sets to legitimate outlets and 
to get away from the “bootlegging” 
of radio which has been so injurious 
to the legitimate dealer in the past. 


Vv 
Canfield Holds Cooking 


Demonstration 

The Canfield Supply Co., Kingston, 
N. Y., recently held a cooking dem- 
onstration at which the managers and 
superintendents of the Central Hud- 
son Gas & Electric Corp. attended. 
There were about 31 present and 
Leslie Moore and Miss Burley of the 
Landers, Frary & Clark Co., gave a 
demonstration on the new table top 
“Universal” range. Miss Burley, as- 
sisted by the “Greater Service Girls” 
of the Central Hudson Gas & Elec- 
tric Corp., prepared and served a 
very attractive dinner. Mr. Moore 
pointed out the special features, not 
only of the “Universal” range, but 
of the “Universal” appliances as well. 


v 


Win Trip to Bermuda 

Among the 350 high men who sold 
upwards of $25,000 worth of Gen- 
eral Electric refrigerators in a year, 
were the following from Cleveland, 
O.: F. J. Hopperton, Elliott Electric 
Co.; Chas. Davis, Davis and Moore; 
A. S. Kosser, J. Bodwin, O. C. Hib- 
bard, Ed Asbeck and J. E. McEI- 
heny, all of the Cushman Refrigera- 
tion Co. Their reward was a trip to 
Bermuda with a whole week on the 
island. 

Vv 
N. K. Ovalle Has Home Service 
Institute 

The annex of N. K. Ovalle, Inc., 
Harrisburg, Pa., will house a home 
service institute, stage and audito- 
rium. Dorothy L. Heald will be in 
charge. 
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FOR EVERY VENTILATING 











18” to 48” High and Low 
Speed Exhaust Fans 



















Planned ?—yes, 
giving wholesalers 
every possible 
"break" in stimulating 

interest in fan buying. 


First—Diehl's 1932 fan 
line is complete, attractively 
designed and ruggedly built. 
Second — Diehl provides many 
practical and productive sales aids 
to help make 1932 a banner year for 
fan sales. Displays, posters, price cards, 
booklets, envelope enclosures, etc., for 
your dealers—all yours for the asking. 


For more fan sales and larger profits carry 
the complete Diehl line. Write for the 1932 


catalog. 


DIEHL MANUFACTURING COMPANY 
Electrical Division of THE SINGER MANUFACTURING CO. 
Elizabethport, N. J. 


Atlanta—Boston—Chicago—Columbus—Dallas—New York—Philadelphia—St. Louis 


DIEHLé 


9”, 12” and 16” Flat 
Blade Ventilating Fans 


32”, 52” and 56” Reversible 
and Non-Reversible Ceiling 
Fans 








Wind-O-Vent Ventilator 
Metal or Glass Panel 











S 























Wind-O-Vent Wall Cabi- 
net Unit with Louvres 





NEED 
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Association 


Acctivities 


A forum for the exchange of news 
and views between both local and national 
trade associations. 


Reports of: association 


activities and changes in personnel are solici- 
ted from association executives 





Pacific Division, N.E.L.A. Meets 
at Del Monte 

Two open meetings, instead of the 
usual one, provided a full and inter- 
esting program for delegates to the 
meeting of the Pacific Division, Na- 
tional Electrical Wholesalers’ Asso- 
ciation, at Del Monte, Calif., Febru- 
ary 4-6. 

P. H. Gough, of Listenwalter & 
Gough, Los Angeles, was elected 
chairman of the Pacific Division for 
the year and immediately distin- 
guished himself by carrying off the 
Copper Cup in the association’s golt 
tournament, played on the Del Monte 
Hotel links. George Boring, General 
Electric Supply Corp., Portland, 
Ore., won the Oakes Trophy. Ray 
Murphy, of the Westinghouse Lamp 
Co., San Francisco, played a hole-in- 
one on the fourteenth and won the 
Manufacturers’ Cup. The Central 
Station Cup was not played for at 
the meeting, but was made a compli- 
mentary award to Donald Tolles, 
manager of the national association. 


v 


Annual Sales Conference Great 
Lakes Division, N.E.L.A. 


The fourth annual sales confer- 
ence of the Commercial Section, 
Great Lakes Division, N.E.L.A., was 
held at the Edgewater Beach Hotel, 
Chicago, February 18 and 19. 

Sunlamps, air conditioning, refrig- 
eration and ranges were the principal 
subject of discussion. 

Dr. Herman N. Bundesen, health 
commissioner, city of Chicago, 
stressed the need for some central 
bureau to certify the reliable makes 
of sunlamps and thus protect both 
the trade and the public from the 
many sub-standard lamps now on the 
market. 

P. L. Miles, sales manager of the 
Edison General Electric Appliance 
Co., told his utility audience that 





their attempts to sell electric ranges 
on a purely price basis had failed. 
He maintained that ranges can be 
successfully sold on a quality basis 
and at a price which permits of ade- 
quate trade discounts and urged the 
utilities to follow the recommenda- 
tions of the manufacturers in their 
sales policy on ranges. 

In describing the load building 
possibilities of air-conditioning, F. C. 
Lyons of the Frigidaire Corp., stated 
that the motors used in this equip- 
ment were larger than those found 
on all domestic and many commercial 
refrigerators. 

A conference on trade relations 
was attended by representatives of 
the hardware and furniture trades. 
The utility executives admitted that 
commission compensation of their 
salesmen often resulted in unethical 
competition and promised to make 
every effort to work out a method of 
compensating their salesmen which 
would eliminate this evil. 

F. X. Mettenet, general sales man- 
ager, Public Service Co. of Indiana, 
described the efforts of Indiana 
utilities to first put an end to all 
practices which prevent free and 
open competition by distributors and 
dealers and, second, to sell the trade 
on their sincerity by personal visits 
of utility executives. Mr. Mettenet 
also told how a central committee 
of chief executives personally in- 
vestigated all complaints of unfair 
tactics on the part of utilities. 


v 


Electric League of Colorado 
Forms Wholesaler Division 

The Board of Directors of the 
Electric League of Colorado has ap- 
proved the establishment of a whole- 
salers’ league. This new division will 
include local concerns whose major 
business is that of wholesaling appli- 
ances and lighting equipment to the 
retail and contracting trade. 


Wisconsin Radio Association 
Extends Its Activities 


Radio wholesalers in Wisconsin 
have actively entered the electrical 
appliance field and consequently have 
changed the name of their state as- 
sociation from the Wisconsin Radio 
Trade Association to the Wisconsin 
Radio, Refrigeration and Electrical 
Appliance Association. This associa- 
tion plans to cooperate very closely 
with the National Association of Ra- 
dio, Refrigeration and _ Electrical 
Distributors, formerly the Radio 
Wholesalers Association, 


v 


Joint Merchandising Committee 
to Test Appliances 

At a meeting of the Joint Mer- 
chandising Committee held in New 
York on January 29, a definite pro- 
gram was initiated for the testing of 
electrical appliances. All tests will 
be conducted for the Committee by 
the Electrical Testing Laboratories. 


v 


Electragists Promote All-Metal 
Wiring 

A resolution has been adopted by 
Electragist chapters throughout the 
country favoring a state-wide and 
nation-wide campaign for standard- 
ization and simplification of wiring 
practice through the adoption of the 
all-metal types of wiring systems. 


The association is actively seeking 
the support of all branches of the 
industry in securing the enactment of 
proper local electrical installation or- 
dinances for safeguarding life and 
property, restricting approved types 
of wiring methods and materials to 
the all metal types, with all conduc- 
tors insulated, and with all conduits, 
armored cable, raceways, wireways, 
boxes and fittings having metallic- 
coated surfaces, assuring continuous 
bonding and grounding. 
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OME 


ee pate By ae 
SHEATHED CABLE 


A GENERAL CARBEE PRODUCT 











ARMORED SERVICE ENTRANCE CABLE 


like RomeX, is another General Cable development, 


an approved wiring method. This material provides a 
more economical installation from weather-head to 
entrance switch making possible — more wiring sales— 


more appliance sales. 


GENERAL CABLE CORPORATION 


420 LEXINGTON AVENUE, NEW YORK CITY « OFFICES IN PRINCIPAL CITIES 
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National Association of 
Radio, Refrigeration and 
Electrical Distributors, inc. 





- information on 
this page has been prepared by 
H. G. Erstrom, Executive Vice- 
President, by Authorization of 
the Board of Directors of the 


Association on June 9, 1929 








Survey on Conditions in 
Refrigeration Field 

To secure a cross-sectional view- 
point on the merchandising of elec- 
trical refrigeration a questionnaire 
has recently been sent by the Asso- 
ciation to distributors throughout the 
United States. Replies, which will be 
kept confidential, should be addressed 
to H. G. Erstrom, Executive Vice 
President, 32 West Randolph St., 
Chicago. 


The questionnaire requests answers 
to the following questions: 


1. Name of refrigerator you han- 
dle. 


2. On what basis of payments do 
you purchase from your manufac- 
turer—Sight Draft, Bill of Lading, 
Time, Terms, Etc. ? 


3. Have you made any effort to 
obtain extended terms of payment 
from your manufacturer ? 


4. Does your manufacturer pro- 
vide warehouse stock to draw from 
or are all your shipments made direct 
from the factory? 


5. Does your manufacturer guar- 
antee his refrigerator? For how 
long? 

A. Does his warrantee cover cabi- 
net? For how long? 

B. Does his warrantee cover finish 
of cabinet? For how long? 

C. Should exterior finishes 
guaranteed? For how long? 


be 


6. What is the policy of your 
manufacturer with respect to: 

A. Defective compressors or parts 
thereof ? 

B. Is any allowance made to you 
by your manufacturer for labor in 
replacing parts within the warrantee 
period ? 

C. Do you prepay freight or ex- 
press on defective parts to your 
manufacturer ? 


D. Does your manufacturer pre- 
pay freight or express on replace- 


ments parts on defective merchandise 
to you? 
E. If finish of cabinet is guaran- 


teed, does your manufacturer allow 
labor charges for refinishing? 


7. Are sales quotas insisted upon 
and enforced ? 


8. What protection does your 
manufacturer give you against 
change in models or decline in price? 
Please explain. 


9. Do you believe the three year 
guarantee should be continued by the 
manufacturer? If not, what do you 
suggest to replace it? 


10. Do you share in the advertis- 
ing expense with your manufacturer ? 
If so, how? 

Is the advertised list price the “in- 
stalled” or “F.O.B. factory” price? 
Which, in your opinion, is the better 
policy? 

11. What percent of your total 
sales volume is made by your direct 
retail sales? 

What percent by wholesale sales 
direct to apartment houses, etc? 


What percent by wholesale sales 
direct to retailers? 


12. On what basis do you sell re- 
frigerators to your dealers, C.O.D., 
regular terms? 


Is any effort being brought to bear 
on you for extended terms for. your 
dealers ? 


13. Do you believe it good busi- 
ness for you or your dealers to sell 
on three year terms? On two year 
terms? 


14. What is your opinion of free 
trial installations? 


15. Have you adopted the use of 
electric coin metering devices to pro- 
mote retail sales? 

Do you believe this method to be a 
satisfactory way of merchandising? 


16. Do you share in the advertis- 
ing expense with your retailers? If 


so, please state how? Is it success- 
ful? 

17. Are “fake” or misleading ad- 
vertisements common in your terri- 
tory? 

18. If refrigerators are priced F. 
O. B. factory are the local F. O. B. 
charges more than the actual freight 
cost? If so, how much? 

19. What percentage of your deal- 
ers do you find are able to adequately 
install and service their own refrig- 
erators? 

20. Do you guarantee free service 
on your refrigerator? For how long? 

21. How do you handle your serv- 
ice for your dealers? 

A. Do your dealers render their 
own service on their own sales? 

B. Do you maintain a centralized 
service department for your dealers’ 
sales? 

C. Do you employ a separate com- 
pany to render service? What is the 
usual basis of charges for such serv- 
ice? 

D. What is your set-up for han- 
dling service in your rural territory? 
Please explain? 

22. What reserve do you set up 
per year per refrigerator for service? 


A. Inside ($)? B. Outside ($) ? 


23. Do you accept time payment 
contracts from your retailers? Do 
you endorse your dealers’ time pay- 
ment contracts? 


24. If you were handling refriger- 
ation during 1931, approximately 
what percentages of profit did you 
make? 

A. Percentage gross profit? 

B. Percent of selling expense? 

C. Percent of gross overhead? 

D. Percent of net profit? 


Distributors are also asked to sub- 
mit suggestions for a code of ethics, 
a code of advertising practices and 
how to enforce it, and any activities 
which the Association should spon- 
sor for the benefit of the industry. 
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N° 7788 


No screws 
to lose or loosen. 


THE PLUG THAT 
HOLDS 
TOGETHER 





ARROW APPLIANCE 


Contractor-dealers, hardware 
stores and department stores 
find it quickly profitable to 
display Arrow Cord Sets— 
to attract their share of the 
10,000,000-sales market for 
this low-priced item. At left 
is miniature reproduction of 
3-color Display Board fur- 
nished Dealers for store coun- 
ters or windows. Your house 
has our display-board pro- 
position; be sure your cus- 
tomers know about it. » 












N° 7762 














HEATER PLUG 


These Cord Sets make lasting connections with electric heating or 
other appliances. Assembled with finest 3000-cycle-test cord:-a 
6 or 8 foot length of extra long life under “kitchen conditions ”’ or 
elsewhere. Bakelite plug cap and Bakelite SCREWLESS switch plug 
make a new- standard outfit from one end to the other. Furnished 
with finger-grip Bakelite cap or finger-grip rubber cap at a slight 
additional cost. . . These sets sell to every wired home—and 


should interest every live Dealer on your customer -list. » 


Arrow ELECTRIC DIVISION 


THE ARROW-HART LECT. eer CO. HARTFORD, CONN. 
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Market for Electrical Products 


Compiled monthly from reports received by ELECTRICAL WHOLESALING from 
a selected list of electrical wholesalers and specialty distributors. The figures 
show the number of reports on each item received from each zone 




















































































































































































































































































































Zone | Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7| Zone 8 | Zone 9 
COMMODITY 
Ble} 5] 8] 2] 5] 8| +] 5] 8] 2] 8]'8] e] 8] 8] <] 8] Sle] 8] Sle] 5] 8] els 
OL LOL Lio; L/L oO/ L/L lol L/ejol Ll e2io] Lf) elo] 2] elo] 2] 2 
A—CONSTRUCTION & MAINTE- ; : : ’ 

NANCE MATERIALS (SUPPLIES) Fair Fair Fair Poor Poor Poor Fair Fair Poor 
Conduit 1137297 101300 14] Sere i Oe ae SL re 1 Sse Tis 
Conduit Fittings, Boxes, Accessories} | | 4 | 2 | 5 12 31/0)/5;)/27 1110 )1570);5;);37/0;1)370;3);171)/0)3 70) 2) 3 
Fuses 0'4/'31/6)10);51/0/4/3])1114;91/013)/470)/4;);0]71}),2/170)3;)1]70)2)3 
Miscellaneous Supplies .................... 0/5/713}12}6)0) 4) 310 |13 11370)/2)57/0);2};2)0;4;071;);1);0)]0);2)4 Pn 
Safety Switches & Panelboards........ 0/4/2]2|10; 8/0; 4/371) 7)1I7/0)2/)/4/0;/1)/3]2)/4)/27/0;/0;/171/0/4] 8 
Tools 0'1/;4/0;)2/10};0/0/4])0/)2)16;0;0);570;0);470;1;/2};0/0;170)0)3 
Wire & Cable 1/6/0/5 16) 2);0) 5) 27,0 1 470) 2) 570) 1) 371); O71) 2; 170) 2743 
Wiring Devices 0 | 4/376}14)/270;) 4/3 1310/13 10)/2)/ 47011) 3 71) 3;071) 2); 071) 1)3 
Outside Construction Materials...... 0/'1 | eR 1110 $020 15-4113 1670/0 16 FO) 013 10111 2811161015 

B—EQUIPMENT & APPARATUS Poor Poor Poor Poor Poor Poor Poor Poor Poor 
Industrial & Commercial Lighting | 

Equipment 0 | 21S 11 SOTO RO) 7211S HOO (2 eo aie SI ere tis 
Motors & Control 0 | 0;541)4/71/0;0/)170)4 116)0;0);570;0/37/0;/1);370;/0) 170) 113 
Switchboards & Accessories ............ OL PI SEL Pa LT POO [UT PO aie Oe er 2 10 18 PO Ol Sk 
Telephone & Signal Equipment........ 0 | 1)/471/)3 1110/0; 410/2114/0/0)4)/0);0)/27/0)/0)470;/0/11]/0)0)4 2 
Commercial Equipment .................... 0/1) 4]70/)1)10/0/0)/3)1)0}1510/0)4)/0)/0);3]/0;1)/170)/0);1)0)2/2 
Industrial Equipment ........................ 0 | 1)371/0)}87/0/0;2/0/1112}/0);0);510);0);370);0);31/0/0;);0]0/0)| 3 
Ventilating & Air Conditioning | | 

Equipment OLS ZT VIZ TO LOLS TLL 2 7 eo ae OS 10111310 16 ie ee 

C—APPLIANCES AND SPECIALTIES Poor Fair Poor Poor Poor Fair Poor Fair Fair 
Counter Merchandise ...................... 1)2/)473)15/770,)/5) 142 )14)1071)5/270)4)/070)3)3)1)2/0)0/4)2 
Electric Clocks ..... | | 1)5/4/ 8] }O; 2/371) 84} t} 2/970; 2; 271) 1) 471)0;27;0)1)4 
Fans 0'2);4)2/2)5/0/0;);5])1) 10 11971)21070);0);310);0);2/01/0)2];0);0)5 
Heating Appliances .......................-.- 1) 2)4]2|12}11270/3)/310/7]18}1/2/3)0)3}1)0)2)4)0)3)/0]1)3]2 
Incandescent Lamps .....................-.--- 3 | 3 | 0712 )12);0)2)4/)/073 118) 3)1)/7;071)3);0)0)/4;0)72)1)/0]3);3)0 
Oil Burners 2/0)/3]; 1/1) 370/0!} 170) 1)570)0,2)70/0;/070/0/1;O0;/0;/0;0;O; 17 | 
Radio 1/3/5709) 41 PO} 1) 57310 572) 4)3 70) 2) 2/0; 31/310;2; 0] 141] 4 8 
Ranges & Water Heaters................ 0 | 1/5/0/2/10/0/0;/6/0/3}12}1}/1)/37/0}1/3]/0/0;/4];0;1}/1]/0;/2);2)™ 
Refrigerators of1/5]3/3/5]oj1)4]s/4)o}2)r}3}oltlotr|3i3jojijoj2}2)i 
Residential Lighting Equipment........ 0}5/2/2/7/7/0/2)/3]0}5 | 7O;2;/37,0) 1,370) 2; 1]0}1;070)2)2 
Trains & Toys | | 1) 170/1)8f0/0)4]/0)0}10/0)1)31/0/0;/07/0;/0;11/0)/0;0]10);0)2 
Vacuum Cleaners 0/2 1510 | 7 | QIOLOL6TI IIB TO STS ISL PIS tO 1418 Lites 
Washing & Ironing Machines.......... 0'/51'373/5/81/0/1}4]/2/711512)4/77/0;/2)/170)/2; 4711} 1/0]0]4]0 
Other Motor Driven Appliances...... 0'3°313/7/4/0/0/5]1/ 4/4 ]O;1 3] ri rir} titi 2tolol;2jo}4jo 

ZONE AVERAGE Poor Fair Poor Poor Poor Poor Poor Fair Poor 
STATES IN EACH ZONE 
— = Maine, N H hire, V » M - “ae = klah » Arka: Lo . 

Sony: alien Sepa chunals, Biels'teaml heb Cosmas.” Oe Oe Jauckcoleghe Tannese ant Miemmet 

Zone 2—Central Atlantic:— New York, New Jersey, Pennsylvania, Dela- Zone b6—West Mid-Continent:— — Nebraska, Colorado and Wy- 

ware, Maryland and District of Columbia. ; 
Zone 7—Central Northwest:— | Minnesota, North Dakota, South Da- 

Zone 3—Southeast:— Virginia, North Carolina, South Carolina, kota and Montana. 

Georgia, Alabama and Florida. Zone 8—Pacific Northwest:— Idaho, Oregon and Washington. 

Zone 4—Midwest:— Ohio, West Virginia, Kentucky, Indiana, Zone 9—Pacific Southwest:— | California, Arizona, New Mexico, Utah 


Michigan, Illinois, Wisconsin and Iowa. - and Nevada. 
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REMIND THEM 


or they’ll never think to buy 
“FUSES for the HOME’ 





Note the Insulator Top 
of black porcelain for 


safety — the large, 
clear-mica window 
which with specially 
formed element and 


black top shows at a 
glance the condition of 
the fuse. 


Some NIGHT 
YOULL NEED FUSES 





Fuses are necessities of that infrequently needed variety which 
no one thinks to buy—until actually needed—or unless reminded. 


This 4-color display is a “salesman” who stays constantly on the 
job reminding customers that “Some Night You'll Need Fuses”. 


In addition to selling, it saves you work, being an easy-to-reach 
counter case for your stock of improved Jefferson Fuses. 


The new Insulator Top of the improved Jefferson is of porcelain— 
one of the best non-conductors known. Use this to convince women 
customers that Jefferson Fuses are safe and easy to replace. 


The Jefferson has a specially formed element which shows up against 
the black of the top through a large, clear-mirror window. Blown 
fuse can be quickly found. 


Sell Jeffersons in assortments. They include the capacities you will 
need, each in the quantity experience shows is correct. P-! Assortment 
of 100 fuses with display $3.25 net. P-2 Assortment, 200 fuses with 
Display $6.25 net. 


JEFFERSON ELECTRIC COMPANY 


1519 West 15th St. CHICAGO, ILL. 





Back view of the New 
Jefferson Display Con- 


tainer. Stock is neatly 
stacked in the most 
convenient place for 
quick, cheap care of 
trade. 


JEFFERSON 





FUSES FOR THE HOME 








A-7105 








Trends in 


Distribution 


A digest of selected articles 


appearing in recent issues of business 
and trade publications which reflect 


distribution trends in various fields 








Effects of Kansas Law Prohibiting 
Utility Merchandising 


Available figures show that 48% of 
the business the utility companies were 
forced to abandon has gone to chain 
stores and mail order houses, 15% to 
department stores in the cities, 12% to 
specialty stores, 15% to contractors, 1% 
to furniture dealers, and 1% to hard- 
ware retailers. Thus at least three-fifths 
of the business has been taken over by 
companies whose interests are not lim- 
ited to the community. Consumers com- 
plain because the new sellers of the 
merchandise do not service the appli- 
ances at all, or service them expertly, 
a very important feature of the condi- 
tion created by the law.—The Kansas 
City Journal-Post for January 27. 


i 


The Built-In Trend in Household 
Appliances 


People today are expecting—and get- 
ting—more and more built-in household 
equipment at the time they buy or rent 
homes and apartments. What’s more, 
this trend is growing apace. 


We predict that in a few years we'll 
see homes and apartments with the fol- 
lowing major household appliances 
“built-in” or supplied to a home or 
apartment at the time of its erection: 

Kitchen ventilating fans, 

Multi-room radio systems, 

Air-conditioning and humidifying sys- 
tems, 

Sun or health lamps, 

Complete wiring systems that need no 
additions, 

Electric clocks, 

Clothes washing machines, 

Kitchen power units, 

Ironing machines. 

These will be in addition to the 
familiar refrigerators, oil burners, water 
heaters, ranges, kitchen cabinets, dish- 
washers, radiator covers, mail boxes, 
screens and other features. 


This trend toward installing major 
household appliances in homes at the 
time of erection or renovation is not 
entirely new. The idea of selling a 
complete assortment of electrical labor- 
saving devices to the new home has 
been suggested before. But the trend is 
more pronounced today. It spells a 
genuine opportunity now, because of 
business conditions, to appliance manu- 
facturers, builders, and to the general 
consuming public. 


Never were prices in the household 
equipment industry cut with as much 
loathing on the part of manufacturers 
and with as little results in augmented 
sales. Price reductions are obviously 
not a lasting solution. 


The public’s income is reduced—it 
expects a cut in the cost of shelter. It 
expects cheaper houses and lower rents. 
The building and real estate interests 
appreciate this condition and expect a 
smaller profit. But they do not want 
this profit to go lower than is necessary. 
Their ambition is to make the homes 
and apartments which they sell or rent 
so desirable that the consumer is willing 
to take a smaller cut in housing expenses 
than in other divisions of the cost of 
living. 

How can the builder-apartment house 
owner-realtor combination achieve this 
end? By taking advantage of the con- 
sumer’s desire for more home conveni- 
ences and the manufacturer’s desire to 
sell these utilities. Featuring built-in 
household appliances may be the answer. 

An apartment house operator adds 
electric dishwashers as an extra feature 
in his new structure. He can get $5 
more rent a month from each apartment 
and pay for his machines in 5 years or 
less. 

A builder who’s been putting up 
$10,000 houses can put up $8,000 houses 
because of reduced building costs, can 
add an oil burner, a refrigerator, a 
dishwasher, a ventilating fan, a kitchen 
cabinet, radiator covers and other appli- 
ances, and still get $10,000. 

Just as a mortgage now covers the 
furnace in the home bought today, so 
it can cover the dishwasher, the kitchen 
ventilating fan and the built-in health 
lamp in the bathroom of the home Mr. 
and Mrs. Public will buy tomorrow. 

How will this trend toward the in- 
stallation of built-in home appliances, at 
the time houses and apartments are 
erected or renovated, affect the manu- 
facturer’s distribution system? It need 
not affect it adversely. It may mean an 
increase in sales made direct by manu- 
facturers or distributors to builders in 
large cities. But it probably will also 
mean, extra sales by the dealer, if he 
will cultivate a new kind of customer— 
the builder-apartment house operator- 
realtor combination—a combination that 
will give him sales he might otherwise 
never secure in these depression times. 
—ArTHUR P. Hirose, marketing coun- 
selor, the McGraw-Hill Publishing Co. 
in Advertising and Selling for Decem- 
ber 23. 


Liggett's Methods in Merchandis- 
ing Electrical Appliances 


Here is a case of cooperation with a 
manufacturer to produce a product with 
quality and value at a low price. For 
years we had been selling electric heat- 
ing pads at $5.98, with a “special” twice 
a year at $4.98. We began to feel com- 
petition from a cheaper product. We 
called in a manufacturer, laid down 
specifications, quantity to be 25,000 with 
an immediate order for 10,000. The re- 
sult was a real value to retail at $3.59. 


When opened up on the counter the 
box furnished its own display. Full 
description and instructions, also retail 
price were printed on the cover, so the 
customer could do his own buying. It 
was only necessary to set up two or 
three on the counter to sell them, when 
window displays were put in. In our 
New York group of 100 stores, we sold 
499 of these pads on a Saturday. In 
three months we sold 15,000, and they 
are still a big seller. 

Sometimes a manufacturer keeps his 
costs up by putting something into a 
product merely because of tradition. By 
showing a manufacturer how to take 
metal out of an electric toaster and still 
have it just as good—in fact more effi- 
cient—we were able to put on the mar- 
ket at a low price a quick toasting 
appliance with all the quality and value 
for which the average consumer would 
ask.—Frep L. ToMPKINS, vice presi- 
dent, Louis K. Liggett Co., in Printers’ 
Ink Monthly for January. 


Vv 
A New Era in Industrial Selling 


Time was when recommendations for 
changes in factory equipment and their 
selection came from the heads of pro- 
ducing departments. But that was in 
the days of volume production, big divi- 
dends and easy money. 

Now in hundreds of plants it is the 
president himself who decides that $400 
will be spent on a new motor; that new 
lathes should be purchased. The man 
who guards the red ink—the executive 
who is answerable to his board of 
directors or his stockholders for divi- 
dends—now personally passes on $200 
and $300 expenditures. 


This marks a new era in industrial 
selling and the era we are entering is 
one out of which we will not pass for 
many years.—EMERSON BREWER, adver- 
tising manager, Lamson Co., in Class 
and Industrial Marketing for January. 
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Z 
Fit 


Ho tp Firestone Friction Tape up to 
the light and unroll two or three yards. 
Look at it carefully. Notice the freedom 
from pin holes. That’s why Firestone Fric- 
tion Tape has greater insulating strength. 


Furthermore, the edges don’t ravel when 
you unroll Firestone Friction Tape. There 
are no loose threads to pile up and prevent 


a smooth taping job. For greater adhesion - 


an extra ply of quality rubber is added. 


These special features have made Fire- 
stone Friction Tape the recognized standard 
of quality. Keepasupply on hand atall times. 


Write or call the nearest district office of 
the Firestone Tire and Rubber Co., Akron, 
Ohio, or Los Angeles, Calif., for prices and 
additional information. 


Listen to the VOICE OF FIRESTONE every Monday | 
Night Over ON. B. C. CNationwide CNetwork 


LNUM-VWI Ee ; 
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PIN HOLE TEST 
SHOWS WHY 


Firestone 
FRICTION TAPE 


FOR EVERY PURPOSE 
HOLDFAST 


A general utility tape at a low price 

‘for automotive, electrical and 
household uses. Water - proof, 
weather-proof. 


HIGH TEST 


For precision electrical uses. Extra 
adhesiveness, exceeding A. S.T. M. 
specifications, assuring firm grip, 
long life. Will not discolor copper 
wire or cause corrosion. 


GRAY TAPE 


Made to railroad specifications, for 
the most exacting electrical service. 


AKRON 
SPLICING COMPOUND 


Definitely higher in quality than 
Underwriters’ requirements. Fuses 
instantly and perfectly into solid 
tube. Will withstand 10,000 volts 
for over 5 minutes. 














Firestone 


FRICTION TAPE 





Copyright, 1932, The Firestone Tire & Rubber Co, 








56 


EW. month "Electrical Wholesal- 
ing" sends "What's the News?" sheets to 
electrical wholesalers and specialty distribu- 
tors. Voluntary contributions of news items 
and snapshots are invited from our readers 


News 





from the Field 








Graybar Manager Heads 
Electric League 

H. P. Litchfield, manager of the 
Newark branch of the Graybar Elec- 
tric Co., has been named as president 
of the Essex County Electrical 
League for 1932. Mr. Litchfield 
served as vice-president last year and 
has been associated with League work 
as an officer or director for a number 
of years. 





H. P. Litchfield 


Mr. Litchfield’s career with Gray- 
bar dates back to 1915 when he took 
up his work for the company in New 
York. He was later transferred to 
Boston but after a short stay there, 
he again became affiliated with the 
New York house, this time in the 
important capacity of credit manager. 
His next move was to Newark as 
manager, 

Vv 


Ingold and Coast Radio 
Consolidate 
Effective January 1, the lines and 
organizations of Ernest Ingold, Inc., 
and the Coast Radio Supply Co., 
both of San Francisco, have been 
consolidated under the name of the 


latter with headquarters at 123 Tenth 
St., in that city. H. E. Lapkin 1s 
president of the newly consolidated 
company, which will handle the dis- 
tribution of the Sparton radios in 
northern California, the line for- 
merly distributed by Coast Radio 
Supply Co., and the Atwater Kent 
radio, and the Black & Decker “Cin- 
derella” Washer, the lines formerly 
handled by Ernest Ingold, Inc. 
Ernest Ingold, Inc., has opened 
new offices at 1182 Market St., San 
Francisco, and will deal in first trust 
deeds. Ernest Ingold, its president, 
is a past president of the San Fran- 
cisco Electrical Development League. 


v 


Marion Electric Changes Name 
and Location 

The wholesale business heretofore 
known as the Marion Electric and 
Supply Co., located in the Schwinger 
Bldg., on Prospect St., Marion, O., 
will hereafter be known as the Van 
Atta Hardware Co., “Wholesale Di- 
vision,” and located on the main floor 
of the Van Atta Hardware Co., at 
181 W. Center St. 

The company has also developed a 
new protective sales policy which will 
not only protect and be of great ben- 
efit to legitimate dealers and con- 
tractors, but will be in keeping with 
competitive problems all dealers and 
contractors are forced to face under 
present day conditions. 


¥ 
F. C. Henderson Now "Fada" 


Distributor in Boston 

Announcement has just been made 
at “Fada” headquarters in Long 
Island City of the appointment of 
the F. C. Henderson Co. of Boston 
as wholesale distributors for “Fada” 
products in Boston and adjacent ter- 
ritory including counties as far west 
in Massachusetts as Franklin and 
Hampden, plus New Hampshire. 


New "Sparton" Chieftain in 
Los Angeles 

Coincident with the announcement 
that the Sparks-Withington Co. of 
Jackson, Mich., was to make an 
entree into the refrigeration field 
with a complete line of cooling units, 
changes were made in the Pacific 
Wholesale, Ltd., Los Angeles, south- 
ern California distributor for the 
Sparks-Withington Co. 





Leigh Borden 


Leigh Borden has succeeded Wal- 
ter M. Fagan as president and gen- 
eral manager of the Pacific Whole- 
sale, Ltd. Mr. Borden has_ been 
associated with the Sparks-Withing- 
ton Co. for more than eight years, 
serving in the capacity of Pacific 
Coast manager for the past five years, 
and has won his spurs by efficient 
handling of the merchandising of 
“Sparton” radios in. that territory. 
Formal presentation of the entire 
radio and refrigeration lines was 
made at the Commercial Club, to a 
gathering of dealers at which Harry 
G. Sparks, vice-president of the 
Sparks-Withington Co., was present. 
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The Carnegie Medical Building is one of the 
country’s most modern medical office build- 
ings. Over 30,000 feet of Steeltubes was used 
in its construction. Architects: The Austin Co., 
Cleveland; Electrical Contractor: The Grant 
Electric Co., Cleveland. Steeltubes furnished 
by Westinghouse Electrical Supply Co. 


125 PHYSICIANS DEPEND 
er SPEELITQBSES ... 2. & . 


The Carnegie Medical Building, in Cleveland, was designed and 





built especially for the needs of the medical profession. Electrical 
convenience was a first requirement. In this modern building, cur- 
rent for X-ray machines, fluoroscopes, sterilizers and other equip- 
ment, as well as for general and special lighting, is supplied by 


circuits run in Steeltubes Threadless Thinwall Conduit. 





sities AT In many other office buildings . . . in factories, public buildings 


sizes fi 38” to 2”. All si - . “He 
prveed for agen and cantante with, and homes, Steeltubes has been installed. Over twenty million 
and buried in concrete, except cinder fill. 


feet are in use. Its wide acceptance, as well as its lightness, easier 


* 
whe ibibeiinn ean siniaie handling and economy, is a point to be remembered when you 
STEEL & TUBES, INC. talk Steeltubes to your customers. 
Cleveland, Ohio 4 
(A UNIT OF REPUBLIC STEEL CORP.) Write for a copy of the Steeltubes Bending Book. 


SFT ECLESeEesS 


Teete &@ et € SS NWaALL C ON D OU 
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Personals 





S. M. Marvick, formerly with the 
Contron-Williams Corp., and later 
with Williams Philco, Inc., Aurora, 
and George B. Baca, formerly with 
the Harry Alter Co., will cover 
northern Illinois on Gibson refrig- 
erators for the Conron Distributing 
Corp., Peoria, IIl. 

Leona Curtis, home economist 
and a graduate of the state college, 
will aid the sales force of the Tri 
State Electric Co., Sioux Falls, S. D., 
in major appliance sales. 

Tue F. R. Goopine Co., Wilming- 
ton, Del., announces the appointment 
of C. M. Russell as sales manager of 
the refrigeration department. 

SAMUEL Henry is now selling for 
the Broome Distributing Co. of Bing- 
hamton, N. Y. 

MELVILLE B. HA tt, Inc.,St. Louis, 
Mo., has employed Harry T. Gear- 
hart to travel its Missouri territory. 

Two NEW SALESMEN, L. F. Bu- 
chanan and Charles Manus have been 
added by Harbison, Inc., Kansas 
City, Mo. Mr. Buchanan will handle 
south central Kansas and Mr. Manus 
will take care of city trade. 

H. J. Mayer has recently joined 
the sales staff of the Shuler Supply 
Co., New Orleans, La. 

Murry EskKIN is a new counter 
man with the Reno Sales Co., Brook- 
lyn, N. Y. Later, he will travel 
Westchester and Long Island. 

Oscar H. Layrietp will have 
charge of range sales at the W. D. 
Alexander Co., Atlanta, Ga. This 
company has also retained the serv- 
ices of Clara Dean home economist. 

THe Murray Electrical Supply 
Co., New York City, announces the 
appointment of Samuel Kobert as 
sales manager. Harry Weinberger is 
a new salesman with this company. 

ALTON ACKERMAN will have 
charge of the Stewart-Warner line 
and work the city of San Antonio 
for the R. L. Ross Co., San Antonio, 
Tex. 

W. C. (“Wattie”) CAMERON has 
joined the sales organization of the 
California Wholesale Electric Co., 
Los Angeles. Mr. Cameron was con- 
nected, for many years, with the 
Pacific States Electric Co., now the 
General Electric Supply Corp. 


E. E. Roprnson and A. K. Ger- 
stein were recently employed as sales- 
men by the Radio Service Co., 
Wilkes Barre, Pa. 

Two REFRIGERATION salesmen, M. 
A. Irwin and D. M. Gunthorpe, have 
been added by the Westinghouse 
Electric Supply Co., San Francisco, 
Calif. 

Tue Stusss Electric Co., Port- 
land, Ore., announces the appoint- 
ment of Robert E. Rogers as secre- 
tary-treasurer, succeeding H. L. May- 
hew, deceased. 


RicHarp D. Garr, formerly of the 
General Electric Supply Co., is now 
with the Peerless Electric Supply 
Co., Indianapolis, Ind., as salesman. 


A. S. Dunnine, Inc., Duluth, 
Minn., has added James H. Flani- 
gan and H. W. Wright to its sales 
staff. Mr. Flanigan was with the 
Edison General Electric Appliance 
Co. and Mr. Wright with the East- 
ern Minnesota Power Co. 


Lewis Radio Co., Inc., Philadel- 
phia, Pa., has added Leo Gold to its 
sales staff. 


THE FRANKELITE Co., Cleveland, 
O., announces the signing of H. Lee 
Gilmore as field supervisor on re- 
frigeration. Mr. Gilmore was for- 
merly connected with the Copeland 
distributor in Tulsa, Okla. 


AFTER TWO years in the east, H. 
C. Young, formerly with the General 
Electric Supply Corp., in Cleveland, 
O., has returned to that city as spe- 
cialist in lamps and lighting equip- 
ment for the Graybar Electric Co. 

N. J. ErrENNE is manager of the 
refrigeration department of the 
Chanslor and Lyon Stores, Inc., San 
Francisco, Calif. 


THE OsTRANDER Electrical Supply 
Corp., New York, announces that 
Gardner B. Fordon, formerly with 
Holloway Bentz & Co., is a new 
salesman with the company. 


M. P. Nickerson, formerly as- 
sistant sales manager of the West- 
inghouse Electric Supply Co., Cleve- 
land, O., has been promoted, going 
to the New York establishment to 
work under W. J. Jockers. 


THE CLEVELAND force of the Gen- 
eral Electric Co. was recently aug- 
mented by four men. F. C. Davern, 
formerly manager of the Akron 
office, joins the Cleveland sales staff. 
The other three men, transferred 
from Schenectady, are: S. J. Tom- 


baugh and F. M. Eder, assistant 
salesmen, and S. J. Clark, who will 
specialize in equipment for the print- 
ing industry. 

Vv 


Death of Joseph L. Kline 


One of the oldest and most promi- 
nent wholesalers on the Pacific Coast, 
Joseph L. Kline, passed away on 
February 20 after a short illness, 

Although 72 years old, Mr. Kline 
was active until shortly before his 
death. Born and educated in Denver 
he moved to Seattle after leaving 
school and remained there until 1910. 
In this year he went to Los Angeles 
where he founded the Western Light 
and Fixture Co. Starting as a fixture 
retailer he soon opened a wholesale 
department and later moved to a new 
building which was especially de- 
signed for a wholesale electrical sup- 
ply business. 

Mr. Kline was an extremely active 
member of the N.E.W.A. and rarely 
missed a convention. He was a past 
chairman of the Pacific Division. 
Known as “Daddy” Kline to his inti- 
mate friends he died a widower, 
leaving no children. 


v 


Kidd Russ Moves to Larger 
Quarters 
The Kidd Russ Co., Houston, 
Tex., has moved to larger quarters 
and is now occupying the entire three 
story building at 1501 Walker Ave., 
Houston. 








An Old Southern House: The Gee 
Electric Co., Wheeling, W. Va., dis- 
tributors of electrical supplies, appara- 
tus and radio, was established in 1899. 
R. R. Giffen and J. G. Livingston, sales 
en, are a part of the company’s 
staff. 
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George M. Ellis Passes Away 

After 44 years of active service in 
the electrical industry, George M. 
Ellis, general service manager of the 
General Electric Supply Corp., passed 
away on February 16. 


Mr. Ellis entered the employ of 
the Thomson-Houston Co. in 1888. 
After the consolidation in 1892 of 
the Thomson-Houston and Edison 
General Electric Companies, he was | 
appointed superintendent of the ware- 
house which position he held until 
1899 when he resigned to enter into 
partnership with Charles E. Greg- | 
ory; afterwards going with the Cen- | 
tral Electric Co. and returning to the | 
General Electric Co. in 1908, in | 
whose employ he remained in various | 
positions until 1919, when he was | 
released to the Wesco Supply Co. of 
St. Louis of which he was made vice- | 
president and general manager. | 


He was a supply salesman from | 
September, 1908, to January, 1910, 
when he was made superintendent of | 
the Minneapolis warehouse. In Au- 
gust, 1911, he was transferred from | 
Minneapolis to the St. Louis office | 
and given charge of the St. Louis 
warehouse, and, in addition, he as- 
sisted Mr. Rosenthal, at that time 
manager of the St. Louis office, by 
looking after the supply business. On 
September 1, 1913, he was appointed 
supply manager for the St. Louis dis- 
trict, which position he held until go- 
ing to the Wesco Supply Co. 

Since that time Mr. Ellis has been 
in the employ of the General Elec- 
tric Supply Corp. as general service 
manager, and his work has been that 
of revamping the stocks and clean- 
ing up the inventories of the houses 
which have been taken over from 
time to time. 
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In his long years of service, he has 
endeared himself to all with whom 
he came in contact, as he was ever 
willing and ready to be helpful to 
his fellow employes—whether old or 
young. He was untiring in his work 
and ever loyal to his employer. Mr. 
Ellis leaves a widow with whom his 
many friends join in deepest sym- 
pathy. 


v 


Reno Has Booths at Exposition 

The Reno Sales Co., Brooklyn, 
N. Y., had two booths at the Hard- 
ware and Industries Exposition at 
Madison Square Garden, displaying 
a full line of supplies and fixtures. 








RETAIL STORES 
MUST SPEND NOW 
TO MODERNIZE 








MiNi 





Inland ready to help you 


show merchants importanee of 
Good Lighting a 


where need new lighting 








merchants every- 


equipment to successfully 
compete in the 1932 struggle for business. Restaurants are 
just one of the numerous businesses that have already been 
sold the idea of modern interiors. Those who are still going 
along, with furnishings of bygone days, will be foreed by 
competition to modernize. Especially is this true of the light- 
ing—the most important factor in drawing trade. There- 
fore, opportunity to sell lighting units is great. Lighting 
equipment offers one of the most profitable fields today. 
Your contractor customers are seeking opportunities for 
profit. Here is your chance to show them that good money 


can be made on lighting unit sales early in 1932. 


Inland Glass is driving home the message of sales oppor- 


tunities in the lighting-equipment field to all contractors. 


It will pay you to tie in with this drive. Write at once for 


more complete details. 


INLAND — WORKS, Inc. 
CHICAGO 


Inland 


CREATORS OF ‘*SNOW-WHITE’’? GLASS 
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Cushman Refrigeration Holds 
Spring Convention 

On Friday, February 26, the Cush- 
man Refrigeration Co., Cleveland, O., 
held its spring convention at the Win- 
ton Hotel. The meeting was at- 
tended by the refrigeration dealers 
who were tendered a banquet. The 
sales ideas and information were con- 
veyed in a unique and effective man- 
ner by the presentation of a play. 
There were also several speakers. 

Vv 


Oakes Holds First Smoker 
This Year 


The first meeting in 1932 of the 
Oakes Acorn Smokers Club was held 
February 5. In spite of the 12 inches 
of snow that fell on the day before 
there were 124 members present to 
witness the showing of three reels 
of talking moving pictures on “The 
Manufacture of Mazda Lamps,” and 
one reel on the “S-1 and S-2 Sun- 
lamps” put on by Mr. Snyder, one 
of the illuminating engineers of the 
General Electric Co. Mr. Snyder 
was kept very busy for some time 
after the showing of the pictures an- 
swering questions. The credit for 
traveling the greatest distance went 
to C. E. Waterbury and son of Stam- 
ford, Conn., who drove 115 miles to 
attend this meeting. 

Several new members joined the 
club which is a feature of the Roland 
T. Oakes Co., Holyoke, Mass. 

Vv 


New Gilfillan Distributor 


The May-Bird Co. is the name 
of a sales agency recently organized 
by Otto May and Robert Bird, for- 
merly president and sales manager, 
respectively, of the California Victor 
Distributing Co. The company plans 
to concentrate on Gilfillan radios and 
the newly developed Gilfillan electric 
refrigerator in northern California 
territory. Headquarters have been 
established at 1315 Howard St., San 


Francisco. 
Vv 


Lines Added by Wholesalers 

N. K. Ovatte, Inc., Harrisburg, 
Pa.— “Hotpoint” ranges. 

E. H. ScHAEFER Corp., Milwau- 
kee, Wis.—“Hotpoint” ranges. 

STERLING Exectric Co., Minne- 
apolis, Minn.—Automatic Washer 
Co. in central Minnesota and west- 
ern Wisconsin. 

WESTERN SuppLy Co., Salt Lake 


City, Utah.—Crosley refrigeration. 

AMERICAN ELectric Co., St. Jo- 
seph, Mo.—Crosley refrigeration. 

GROSSMAN ELectric Co., Wil- 
mington, Del.—Crosley radio. 

Evans Ecectric -Co., Blooming- 
ton, Ind—Permutit water softener. 

R, H. McMann, Inc., New York 
City—‘“‘American Beauty’ washer. 

FRANK Epwarps Co., Salt Lake 
City, Utah.—‘* Hotpoint” ranges. 

O’BANNON Bros., Little Rock, 
Ark.—‘‘Hotpoint” ranges. 

TRIANGLE WHOLESALE ELECTRIC 
Co., Muncie, Ind. — Cunningham 
tubes and Delco sweepers. 

Mortey Murpny Co., Green Bay, 
Wis.—Vibrator made by the Beauty 
Appliance Corp., Racine, Wis. 

StTRAUSS-BoODENHEIMER Co., Hous- 
ton, Tex.—Kelvinator refrigeration 
for Houston and the Houston trad- 
ing territory. 

Kipp Russ Co., Houston, Tex.— 
Century fans. 


Etectric Suppty Co., Tulsa, 
Okla. — Colt’s “Noark” safety 
switches. 


STEINER ELectric Co., Chicago, 
I1l.—“‘Universal” appliances. 

Rapio SpecrALty Co., Milwaukee, 
Wis.—“A.B.C.” washers and “Uni- 
versal” cleaners and washers in Wis- 
consin and upper Michigan. 

Mipwest E vectric Co., Minne- 
apolis, Minn.—Edison Mazda lamps. 

Cuas. B. Scott Co., Scranton, Pa. 
—‘Universal” appliances, Pittsburgh 


reflectors and the H. G. McFaddin 
‘‘Emeralite” portables. 

StaTE Rapio Co., Indianapolis, 
Ind.—Crosley refrigerators. 

TRILLING AND, MontacueE, Phila- 
delphia, Pa.—‘“Electrochef” ranges. 

ALLIED ELectric Supprty Co., 
Pittsburgh, Pa.—Clarion radio sets. 

Younc LorisH AND RICHARDSON, 
Inc., Chicago, Ill—‘“Sparton” refrig- 
erators. 

CoNRON  DiIstRIBUTING Corp., 
Peoria, Ill—Gibson electric refrig- 
erators. 

Tri State Exectrit Co., Sioux 
Falls, S. D.—Steeltubes electrical 
metallic tubing. 

F. R. Gooprne Co., Wilmington, 
Del.—Sparton refrigeration. 

MetvittE B. Hatt, Inc., St. 
Louis, Mo.—Distributors for Harvey 
Hubbell, Inc. 

SHULER SuppLty Co., New 
leans, La.—Crosley refrigeration. 


Or- 


Murray ELeEctricAL SUPPLY Co., 


New York City.—Arlington time 
clocks, 
R. L. Ross Co., San Antonio, 


Tex.—Stewart-Warner Corp., auto- 
motive lines only. 

CALIFORNIA WHOLESALE ELECTRIC 
Co., Los Angeles, Calif. — Delco 
vacuum cleaners and fans, also full 
line of washers manufactured by the 
Automatic Washer Co. 

Rapio SERVICE Co., Wilkes Barre, 
Pa.—Rodale tape and house wiring 
material and ABC cable. 








Colvin-Templeton Plans Extensive 
Westinghouse refrigerator in San 


Program: Sales and merchandising of the new 
Francisco were placed in the hands of the 


Colvin-Templeton Co., Inc., on December 1, 1931. At that time they moved into 


their new offices and warehouse at 871 


Mission St. This picture shows the 


organization, wholesale and retail at that time. J. T. Templeton, president, is 
fifth from the left in the front row and Don Colvin, vice-president, tenth from 
the left in the same row. Neither of these men had been in the electrical business 


before although both are experienced merchandisers. 
Press reports put the capitalization of this new sales 


promotion manager. 
organization at $125,000. 


Calvin C. Ejib is sales 
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A Smile Will Go a Long, Long Way: 
That’s the belief of D. H. Wolf of the 
Capitol Electric Supply Co., Lansing, 
Mich. 


PEERLESS ELEcTRIC SupPLy Co., 
Indianapolis, Ind. — Gibson electric 
refrigerators. 

Hus ELectricaL Suppty Co., 
New York City.— Sangamo time 
switches and Shawmut “Rollalites.” 

A. S. Duwnnine, Inc., Duluth, | A Diaidinlinie 
Minn.—‘Hotpoint” ranges. Blocsstenl Oeadiues 

Dakota ELecrric Suppty Co.,| shoe aa ee 
Fargo, N.D.—Distributors for North | pend to your Coutraec- 
Dakota for the Automatic Washer | tors—because they help 
Co. | much to eliminate dis- 

Tri State Evectrric Co., Sioux | agreeable work and 
Falls, S. D.—South Dakota distribu- | ttouble—meet the most 
tors on the Automatic washer line. = Spree — 

Royat ELectric Suppry Co., pie Abn tt r 
Philadelphia, Pa.—‘“Royal” cleaners 
for Pennsylvania east of Harrisburg, | 
New Jersey south of Trenton, in- | 
cluding the city of Trenton and part | 
of the state of Delaware. Panelboards are made 


with 60 ampere, N.E.C. 
Fuse Circuit and with 





TRILLING AND MontTacugE, Phila- | 
delphia, Pa. — “Electrochef” range | f 
f es 2 8 or without Plug Fuse 
line for eastern Pennsylvania, Dela- | ,...4 .. 
d h "hy distribution. Can be 
ware and southern New Jersey. i NE a 


H. M. Tower Corp., Boston, | Pull-Cover can be used 
Mass.—Gibson electric refrigerators | as disconnect for Branch 


for the New England territory. Cireuits or as discon- 
nect for 60 ampere cir- 


CHANSLOR AND Lyon’ STORES, | enit. 
Inc., San Francisco, Calif —Leonard 
electric refrigerator. 


B. W. Situ, Inc., Cleveland, O. 
-—Leonard refrigerators and Stand- 





Catalog No. 64FN 
With Aluminized Trim 
Completely Installed 





ard electric ranges. 4) Wapswi 


A. A. SCHNEIDERHAHN Co., Des | 
Moines, Ja—Leonard refrigerators | 
and “ABC” washers for the state of | 
Iowa and the Sioux City area. | 








cMr6G Inc. 











RENU-FUSE PANELBOARDS 





Bakelite 
Pull-Cover 





Catalog No. 
64FN 2-60 Am- 
pere N.E.C. 
and 4-30 Am- 
pere Plug fuses. 
Flush type in 
roughed-in po- 
sition Dead 
Front and Pull 
Cover removed. 














62 





ELECTRICAL WHOLESALING 





SERVING THE EXECUTIVES AND SALESMEN OF ELECTRICAL WHOLESALERS AND SPECIALTY DISTRIBUTORS 


W. W. Low Dies in France 


A pioneer electrical wholesaler, 
Willard Wainwright Low, passed 
away last month in Paris, France, at 
the age of 75. “Billie” Low, as he 
was known to a host of friends 
throughout the country, first entered 
the electrical supply business in 1884 
and worked his way up from ship- 
ping clerk to president of the Elec- 
tric Appliance Co., Chicago. Starting 
on the road in 1885, he claimed to 
be the first electrical jobber’s sales- 
man. 








W. W. Low 











That Mr. Low was thoroughly en- 
joying the European trip which was 
brought to an end by his death is 


City territory, Atwater Kent radio, 
Leonard refrigerators, “ABC” wash- 
ers and “Electrochef” ranges. 


v 


Trilling and Montague Holds 
Annual Dealer Meeting 
The annual Norge meeting and 
dinner was held by Trilling and 
Montague, Philadelphia distributors, 
at the Pennsylvania Hotel on Feb- 
ruary 12. Dr. G. W. Allison of the 
National Electric Refrigeration Bu- 
reau, and Howard E. Blood, presi- 
dent of the Norge Corp., were the 
principal speakers. 
Vv 


Milwaukee Distributor Entertains 


The Taylor Electric Co., one of the 
oldest specialty distributors in the 
city of Milwaukee, Wis., held “open 
house” for three days, January 27, 
28, 29. All RCA dealers in Wis- 
consin and upper Michigan were in- 
vited and the attendance was very 
good. 


New "Majestic" Distributor in 
Northwest 

The Kelley-How-Thomson Co., 
well known wholesale hardware firm 
of Duluth, Minn., has been recently 
appointed distributors in the north- 
west for “Majestic” radios and elec- 
tric refrigerators. Dealer meetings 
were held in Minneapolis on Febru- 
ary 9, followed by a meeting the next 
day in Duluth. Both meetings were 
attended by executives of the Grigs- 
by-Grunow Co. and the Kelley-How- 
Thomson Co. 

R. G. Barnes, manager of the 
firm’s electrical department, will di- 
rect the sales activities on the “Ma- 
jestic” line. 


v 


Radio Specialty Company Now 
Philco Distributor 

The Radio Specialty Co., Milwau- 

kee, formerly Atwater Kent distribu- 

tors, has received the Philco fran- 


v : : 
chise for most of the state of Wis- 
Delinquent Accounts consin and northern Michigan. This 
The accompanying tabulations territory is again as large and almost 


show the number of delinquent ac- 
counts, the total amounts and the 
average amounts as reported to the 
National Electric Credit Association 


by member manufacturers and whole- 


salers through its various divisions 
for January, 1931 and 1932. Com- 
parative 12 month figures are also 
shown. 


double the population of that for- 
merly covered for Atwater Kent. 
This distributor also handles a well 
rounded line of electrical appliances, 
including “ABC” washers, “Univer- 
sal” electric ranges and vacuum 
cleaners and Servel electric refrig- 
erators. 





COMPARATIVE STATEMENT OF PAST DUE ACCOUNTS REPORTED 
JANUARY 31, 1932 


NUMBER OF ACCOUNTS REPORTED 











indicated by a letter written to one % % 
of his friends in Chicago in Novem- , Increase Increase 
~ ; stact] " anuary or 12 Months or 
ber in which he rngmoenncyine 4 Division 1931 1932 Decrease 1930-31 1931-32 Decrease 
scribed a trip to the Island of Palma, New York ................ 248 220 —113% 3258 2809 —13.8% 
some 100 miles off the coast of Spain. Middle & Southern Atlantic 
ee ee ern eee 29 127 — 16% 1689 1390 —17.7% 
Vv Mow Bngmed. 2.6 scccvsess 82 103 +25.6% 1351 1140 —15.6% 
is so ba vancacenne 630 488 —22.5% 8054 6481 —19.5% 
a “ra Dealer | eRe 1089 938  —13.9% 14352 11820 —17.6% 
rue TOTAL AMOUNTS REPORTED 
The A. A. Schneiderhahn Co. on % % 
January 28, held a very successful Increase Increase 
dink ti d display salon ae January or 12 Months or 
ealer convention an play Division 1931 1932 Decrease 1930-31 1931-32 Decrease 
at the Kirkwood Hotel in Des New Vows ienibewen $ 33,480 $20,392 —39. % $ 468,121 $ 339.671 —27.4% 
; imil Middle and Southern 
atomes,' ts., red a Sine Atlantic States .... 14,541 14,194 — 2.4% 270,900 173,378 —36. % 
meeting and display salon at the New England ....... 5,241 6,506 —24.1% 156,994 93,763 —40.3% 
Martin Hotel on January 29 at Sioux Central ............. 58,988 41,727 —29.3% 975,557 574,227 —41.1% 
City. 
iaeaee 112,2 2,819 —26.2 1,871,572 $1,181,039 —36.9% 
Over 350 dealers attended these TOTAL ae Oop Resin Fi $ P 
two meetings. The afternoon session Jenuaty 12 Months 
was given over to presentation of the 1951 Heo Peg er 
i i eH MIMO w ORK 5.9 ca‘da sab esos sores Gales e coed $13 : , 
a sr ed eH yr e tbe Middle and Southern Atlantic States........ 112 “112 1974 1.488 
tributed by the A. A. Schneiderhahn New England .......ssceeceeseseeesccccees aS 1/320 965 
Co: in the state of Towa and its Sioux + Contra 055.505 66055.ncscdessacectigade shoes’ 93 86 1,429 1,061 
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Harten-Knodel Appointed Norge 
Distributor 

Announcement has just been made 
by Ray P. Harten, president of the 
Harten-Knodel Distributing Co., Cin- 
cinnati, O., that the company has 
been appointed distributors for Norge 
refrigerators for southern Ohio, 
southeastern Indiana and northern 
Kentucky. 

Mark Lintner, who has been asso- 
ciated with the merchandising of 
Norge refrigerators, has been added 
to the sales force and will be the key 
man in this branch of the business. 
Alvin G. Arens will travel southern 
Ohio, southeastern Indiana and parts 
of Kentucky on both Norge and 
Zenith. 


v 


Harbison Company Alters Name 


Harbison, Inc., is the new name of 
the Harbison Manufacturing Co., 


Kansas City, Mo., and its subsidiary | 


is the Harbison Building Co. These 
companies have been merged because 
of their close relationship. 

The Harbison Manufacturing Co. 
was founded in 1899 as wholesale 
distributors of hardware specialties, 
implement and automobile supplies, 
radio, electrical appliances, toys and 
sporting goods, serving western Mis- 
souri, Kansas, Oklahoma, southern 
Nebraska and eastern Colorado. C. 
G. Hodges, in charge of electrical 
appliances, reports this department is 
expanding. 

Vv 


B. K. Sweeney Discontinues 
Supply Department 

The B. K. Sweeney Electrical Co., 
Denver, Colo., has discontinued its 
electrical supply business and will sell 
out its entire stock of supplies. The 
company will still handle their spe- 
cialty lines including radios, refrig- 
erators, washing machines and other 
electrical goods. 


v 


Elliott-Lewis Holds Copeland 
Display 

The 1932 models of Copeland elec- 
tric refrigerators were presented to 
Philadelphia. dealers at a complete 
Copeland display in the Benjamin 
Franklin Hotel. An enthusiastic re- 
sponse is reported by the Elliott- 
Lewis Electrical Co., Copeland dis- 
tributors in Philadelphia. 
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contractors 
this 
complete 
service 
unit... 


urray 2//. 


—the ideal combination of meter and range 
switch with meter connection test block 
complete within one cabinet 


This combination is used not only with electric range 
installations but, it provides for the control of other 
existing and FUTURE circuits. All the wiring in one 
cabinet—a neater, more compact and, above all, an 
easier wired job. 


Accessible fuse type, 60 amp. 125-250 volt, 3 pole, 





2 fuses, solid neutral. i|—60 amp. 3 wire range elreuit, 
6—30 amp. 125 voit plug fuse circuits for lighting 
and water heater connections. Metal meter board and 
meter connection test block. No. 278 is the same as 
No. 277 except that meter connection test block is not 
furnished. Send fer booklet showing other Murray 
Switches. 


METROPOLITAN 
non DEVICE GORPORATION tin 


1250 ATLANTIC AVENUE 
BROOKLYN - 


NEW YORK 
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Views of Our Readers 





Radio Wholesalers and the 
Electrical League 
To the Editor: 

I was much interested in the let- 
ter written to you by Mr. Michael 
Ert of Milwaukee, this letter ap- 
pearing in your January issue. Mr. 
Ert has always been a very fine 
worker for the radio interests and I 
am sure that everyone respects his 
opinions most highly. It is exceed- 
ingly interesting to note that he is 
suggesting the elimination of so much 
duplication between the electrical and 
radio industries; also his wonder as 
to why the radio wholesalers should 
not be welcomed with open arms by 
the electrjcal leagues. 


Each summer the electrical leagues 
hold a big industry conference at As- 
sociation Island, New York, and, at 
the one held in August, 1929, I was on 
the program with the subject of “Co- 
operation Between the Electrical and 
Radio Interests”. I outlined a num- 
ber of reasons for this cooperation 
and then said: “Don’t these things 
indicate not only a common interest 
between the electrical and radio in- 
dustries, but a real responsibility on 
the part of electrical leagues to in- 
clude radio in their organizations, in 
cities where radio is not represented 
by its own local association”’. 

Kansas City, Mo., has a popu- 
lation of 400,000 and for the past 
seven years we have included the 
radio interests in our league. We 
started this out in a very small way 
and built it up gradually to the point 
where, in January, 1929, the name of 
our league was changed from Kan- 
sas City Electric Club to Electric and 
Radio Association. 

We see no reason why there should 
be two associations when there is so 
much overlapping. Here are a few 
things which our organization has 
accomplished for the local radio in- 
terests. 

Both electric and radio, and radio 
and refrigeration expositions. 

Promoting sound trade relations 
through group meetings and friendly 
contacts. 

Cooperating with local Better 
Business Bureau in working out and 


enforcing Standards for Radio Ad- 
vertising and Selling. 

Promoting the installation of radio 
outlets in new homes and apartment 
buildings. 

Cooperating with Kansas City 
Power & Light Co. on interference 
elimination. 

Acting as an interchange bureau 
on repossessions of radio sets and 
major electrical appliances. 

Having the city adopt an ordinance 
protecting manufacturers serial num- 
bers on all products carrying such 
serial numbers. 

As Mr. Ert says—radio whole- 
salers are now handling electric re- 
frigerators and major electrical 
products. And, with over 40 elec- 
trical leagues in the United States 
having paid staffs, it does seem as 
though this common interest could be 
coordinated through the electrical 
leagues, except perhaps in the larger 
cities where the radio interests may 
be able to afford their own trade or- 
ganization. 

G. W. Weston, Secretary-manager, 
Electric and Radio Association of 
Kansas City. 
Vv 


When the Wholesaler Sells 
Below Cost 
To the Editor: 

We wrote you last month about 
confining one’s efforts to his own 
natural trading area. Since then two 
wholesalers who have been covering 
this territory have let their salesmen 
go as of January 1. 

Mr. Archer, the head of our com- 
pany, and a member of the Joint 
Merchandising Committee of the 
Southern Supply Dealers’ Associa- 
tion, has always, even in good times, 
insisted that you could not sell goods 
at a profit outside of your natural 
trading area. 

Another thing is essential to the 
wholesaling industry, a profit on 
which a wholesaler can operate and 
give service when the manufacturer 
sets resale prices. If a wholesaler in- 
sists on cutting below these—cut him 
off except to sell him only at resale 
prices. In other words, have a whole- 
saler list and if they don’t play the 


game cut them off. We heard of a 
large railroad the other day who 
bought some material at the regular 
price and allowed the wholesaler to 
furnish some other material at less 
than the wholesaler’s cost. When 
railroad purchasing agents stoop to 
such practices and the legitimate 
wholesaler assists, things are getting 
into a pretty bad mess. Don’t you 
think so? 

C. C. CAMPBELL, 
Superior Supply Co., Bluefield, W. 

Va. 
Vv 


The Cost of Competitive Bids 
To the Editor: 

Something should be done about 
this! Railroads and large industrials 
send out for six or 10 bids on a lot 
of small items. This takes a lot of 
the wholesaler’s time and, if he 
quotes to make a profit, his time is 
entirely wasted. If he quotes close 
to his cost he will probably get one 
or two items on which he is lower 
or if all are alike he will get a split, 
but no profit. The wholesaler incurs 
expenses consisting of employes’ 
time in quoting, postage, telephone, 
stationery, shipping, packing, billing, 
etc., and then the P. A. laughs at 
him for a fool. 

GEORGE S. STEINER, 

Steiner Electric Co., Chicago, IIl. 


¥ 


Prices on Fuses 
To the Editor: 

Please ask your manufacturers 
why prices are where they are on 
fuse plugs. In our judgment we are 
paying the bill through loss of busi- 
ness to small manufacturers whom 
we have not seen fit to recognize. 

Many industries are buying this 
material below our cost, labeled and 
otherwise satisfactory. Just as long 
as present fuse prices are maintained 
—just so long will the upturn in busi- 
ness be delayed. 

H. O. Sirsa, 
Hardware and Supply Co., Akron, O. 


v 


Western Radio in New Building 
The Western Radio Co., Inc., Los 
Angeles, has moved - om 1135 S. 
Wall St. to a new building at 1224 
Wall St. This distributor has 
formed a new department for em- 
ploying and placing direct salesmen 
with dealers on sales of radio, refrig- 
erators and vacuum cleaners. 
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_ news of changes 
in policy, personnel and location. 
Illustrations of new and improved 
electrical products and announce- 
ments of latest trade literatures 








Distribution Department Formed 
by General Electric 

A distribution department has re- 
cently been added to the commercial 
department of the General Electric 
Co. to take charge of the finished 
stock of all products exclusive of 
those of the incandescent lamp, elec- 
tric refrigeration, merchandise, and 
plastic departments. This new divi- 
sion will be headed by J. V. Anthony, 
formerly connected with the San 
Francisco office, as manager, and 
Hancock Griffin, former supervisor 
of district stocks and warehouse, as 
assistant manager. 

In addition to the handling, ware- 
housing, shipping, and billing of fin- 
ished stocks, both at the various 
works and at the sales warehouses, 
the distribution department also has 
the function of studying methods 
and inaugurating changes in pro- 
cedure for the purpose of providing 
the best possible service at minimum 
expense. 

v 


Norge Corporation Appoints 
National Service Manager 

Norge Corp., Detroit, announces 
the appointment of R. G. Nelson as 
national service manager with head- 
quarters at the Muskegon, Mich., 
plant. Mr. Nelson has had wide ex- 
perience in engineering work, particu- 
larly in the electric refrigeration field 
to which he has given careful study 
for a number of years. He succeeds 
|. H. Reindel, who has been appoint- 
ed assistant to Howard E. Blood, 
president of Norge Corp. 


v 


E. J. Jeep with Faries 
Manufacturing 
E. J. (“Eddie”) Jeep, one of St. 
Louis’ young old timers, and well 
known to the trade in the middle and 
southwest, has severed his connec- 
tion with the Habirshaw Cable and 


Wire Corp., whom he represented in 
the St. Louis territory for a number 
of years. Eddie is now traveling for 
the Faries Mfg. Co., Decatur, IIl., 
with headquarters in Kansas City, 
Mo. He feels that the change will 
widen the scope of his activities and 
bring him into contact with a wider 
circle of his old friends in the busi- 
ness. 
v 


Ilg Electric Ventilating Observes 
25th Anniversary 

The Ilg Electric Ventilating Co. 
celebrated its 25th anniversary with 
a convention of wholesalers’ sales- 
men which terminated in a banquet 
at the Webster Hotel, Chicago, on 
the evening of February 23. 

J. M. Frank, president, and G. C. 
Breidert, general sales manager, 
acted as toastmaster and master of 
ceremonies, respectively. Guest speak- 
ers included Howard Ehrlich, Elec- 
trical Trade Publishing Co., Henry 
Czech and John Sweeney, Westing- 
house Electrical Supply Co., and John 
H. Gleason, Graybar Electric Co. 

During 1931 the Ilg Co. held a 
contest for its distributors’ salesmen. 
The high men were rewarded with a 
trip to Chicago for this convention 
which also included an inspection of 


the Ilg factory and conferences for 
the exchange of experiences in the 
sale of ventilation. 


The salesmen who, by doing a 
creative selling job on ventilating 
equipment, successfully overcame the 
obstacles of 1931 and won for them- 
selves a trip to the convention were: 
J. A. Royce, Rochester, Ed Secker, 
Newark, Thos. Kennedy, New York, 
J. C. MacEvitt, New York, R. 
Peck, St. Louis, G. H. Wood, At- 
lanta, E. C. Bryden, Detroit, H. 
Hobson, Richmond, S. Harden, Kan- 
sas City, Ralph Smith, Milwaukee, 
Roy Myers, Indianapolis, and Mr. 
Meyers of Chicago, all of the Gray- 
bar Electric Co.; H. P. Anderson, 
Chicago, L. J. Ritter, Cleveland, W. 
H. Bingham, New York, T. M. Culli- 
gan, New York, M. Silverman, New 
York, Chas. Bryan, Newark, J. A. 
Barr, Philadelphia, Leonard Bagdon, 
Philadelphia, Irwin J. Zorn, Phila- 


delphia, Geo. Metz, Wilmington, 
Harry Lease, Washington, Glenn 
Merritt, Des Moines, all of the 


Westinghouse Electric Supply Co., 
and H. M. Rumbaugh, Pittsburgh, 
O. R. Searight, Pittsburgh, Paul 
West, Washington, all of the Double- 
day-Hill Electric Co., and Charles 
Closeman of the Electrical Supply 
Co., New Orleans. 





Ilg 25th Anniversary Banquet 
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Lighting. 
Efficiency , 


- - - indoors | 
and outdoors R L M Standard 


Dome Reflectors 











By living up to its “Quad” Four-Square policy of quality, con- 
venience, economy and up-to-dateness, this line of lighting units 
has won the confidence and preference of the lighting industry. 
The latest achievement of “Quad” alertness is the new Q-D 
Bracket-Lites, the universal unit for area lighting; commercial, resi- 
dential, rural. This adaptable unit is sturdy, attractive, low in 
price and a quick seller. One-piece aluminum casting replaces as- 
sembly of Flange, steam and socket fittings. 
All styles of Q-D Reflectors and Q-D 
globe holders are interchangeable on 
this bracket without disturbing connec- 
tions. 


Write today for descriptive folder. 


‘ QUADRANGLE 
MANUFACTURING CO. 


26 So. Peoria St. - Chicago, III. 


VAD | 





No. 608K 
8” Reversible 





ome 
No. 12K 12” and 14” Shallow Bowl or Dome 














In actual comparison, Fretz-Moon Conduit bends 25% 
easier than ordinary rigid conduit. It also bends freely 
to any requirement without distortion, flattening at the 
bend, opening at the weld, scaling of the galvanizing 
or cracking of the glass-like enameled inner surface. 

All three Fretz-Moon brands are free-bending— 
ENAMELITE, black enameled; ELECTRO GALVITE, 
electro-galvanized; HOT DIPPED GALVITE, hot 
galvanized by a special process. 


FRETZ-MOON TUBE CO., INC. 
BUTLER, PENNA. 


TRETZ-MOON 


RIG/D CONDUIT 














Samuel Adams Chase Recover- 
ing from Recent Illness 
The many friends of Samuel 
Adams Chase will welcome the news 
that he is rapidly recovering from a 
severe attack of influenza which con- 
fined him to his home for over two 
months. ' 





Samuel Adams Chase 


Although Mr. Chase officially re- 
tired from the Westinghouse Co. 
several months ago upon reaching 
the retirement age of “three score 
years and ten” he is still retained by 
the company in an advisory capacity 
and continues to contact various 
electrical associations, leagues and 
clubs from his office at the Mans- 
field, O. works. 

Mr. Chase has been closely identi- 
fied with the electrical wholesaling 
industry for the past 50 years and 
carries a watch inscribed “Samuel 
Adams Chase, The Original Jobber’s 
Friend” which was presented to him 
at a joint meeting of wholesalers in 
Del Monte, Calif., several years ago. 

Vv 
Strohecker to Represent Hubbell 


Frank A. Strohecker, electrical 
manufacturers’ agents, Seattle, 
Wash., has been named Pacific 
Northwest representative for the 
Harvey Hubbell line of schedule ma- 
terials, succeeding the Garnet-Young 
Co., Seattle. Mr. Strohecker will 
cover, Washington and Oregon and 
will maintain Seattle headquarters in 
the Ayers Building. 
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Steel and Tubes Announces 
Appointments 
Steel and Tubes, Inc., Cleveland, 
O., announces the appointment of 


Morgan P. Ellis as vice-president in | 
charge of all sales. Murray J. Whit- | 
field is now general sales manager of | 


the electrical division in charge of 
“Steeltubes” electrical metallic tub- 
ing (thin wall conduit). 


v 
E. E. Drumm, E. J. Bleser New 
Metal Ware Officials 


With the death of Walter Marvin, | 
general manager of the Metal Ware | 
Corp., E. J. Bleser has been appoint- | 
ed secretary-treasurer in charge of | 
sales for the corporation. E. E. | 
Drumm succeeds Ramus Koenig as | 
president. Mr. Koenig will continue, | 


however, in an advisory capacity. 





E. J. Bleser 


E. J. Bleser, for the past 12 years, 
has been treasurer of the Buick Dis- 
tributing Co. for the lake shore coun- 
ties, north of Milwaukee, Wis. 

E. E. Drumm, for 13 years, has 
had charge of product development 
and merchandising for the Aluminum 
Goods Manufacturing Co. 

For 1932, plans are made for a 
continuation of the same aggressive 
sales policy and an even more com- 
plete line of miniature electric ranges, 
electric steam engines and other toys; 
as well as several electric appliances 
for farm, industrial and general use. 
The sales organization will remain in- 
tact. Mr. Halberg will continue as 
office manager of the general office 
and factory at Two Rivers. Sales 
offices continue at New York Chi- 
cago and San Francisco. 














Enj oy a 
French Lick Springtime now 


Spring is here in French Lick now! On both golf courses the 
fairways are green and rolling — the greens are silky and true. 
Cumberland air and sunshine bring peace to the throngs tired 
by winter weather — the sparkling waters of Pluto, Bowles and 
Proserpine Springs bring health and new vitality. Come now— 
when a vacation can do you the most good. French Lick is easy 
to reach by train or automobile. 


American Plan — Meals Included 
$8 a day, without bath $12 and up a day, with bath 


Write or wire for information 
Illustrated booklet on request 


FRENCH LICK SPRINGS HOTEL COMPANY 
FRENCH LICK, INDIANA 


“Home of Pluto Water” 


H. J. FAWCETT 


T. D. TAGGART 
President Manager 
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Footwork plus 
Headwork 


Think where there are profits! 
It takes no more footwork and 
only a little more headwork to 
sell @ Panelboards rather than 
staples—and the staples come 
in usually on the panelboard 
order. 


Don’t be afraid to talk panel- 
board business. Learn about 
the @ line from the catalog, 
ask for estimates of the @® 
district man or the home office 
and then sell the job. 


This is not a matter of theory 
—it has been done in many 
territories—wherever there was 
a jobber’s salesman with ambi- 
tion enough to put it in opera- 
tion. The @ line is exception- 
ally fine and makes friends, 
building both goodwill and 
profits to the house that stocks 
and sells it. 


Send for the ® catalog 
today—make_ progress— 
don’t mark time. 


Frank Adam 


ELECTRIC COMPANY 





ST. Lours 

Albuquerque, Los Angeles, San Francisco, 

N. M. Calif. Calif. 
Atlanta, Ga. Memphis,Tenn. Seattle, Wash. 
Baltimore, Md. Minneapolis, Tulsa, Okla. 
Boston, Mass. Minn. Toronto, Can. 
Buffalo, N. Y. New Orleans, Vancouver, 
Chicago, IIl. La. Can. 
Cincinnati, O. New York Winnipeg, 
Cleveland, O. Omaha, Nebr. Man., Can. 
Dallas, Tex. Philadelphia, Calgary, 


Denver, Colo, 

Detroit, Mich. 

Kansas City, 
Mo. 


Pa. 
Pittsburgh, Pa. 
St. Louis, Mo. 


Montreal, Can. 





W. R. McAllister and S. H. 
Kehoe Join "Fada" Sales Staff 


L. J. Chatten, vice-president in 
charge of sales has just announced 
the appointment of W. R. McAllister 
as special “Fada” sales representa- 
tive in the southern territory stretch- 
ing from Virginia to Florida and 
west to New Orleans. 

Mr. McAllister was formerly spe- 
cial sales representative for Kohler 
| Industries, Inc., piano manufacturers, 
and spent several years as sales rep- 
| resentative and supervisor of distrib- 
ore for Federal, Sonora and Bruns- 
| wick, 





| §. H. Kehoe has been appointed 
“Fada” sales representative on the 
| Pacific Coast. Several years ago Mr. 
Kehoe was with the Packard Motor 
Car Co. as sales manager in the 
Cleveland district. For the past sev- 
eral years he has been identified with 
the radio industry and will be known 
|to many of our readers. 


v 


C. F. Burgess Laboratories Now 
in Electronic Field 

Announcement is made that C. F. 
Burgess Laboratories, Inc., of 202 
East 44th St., New York City, have 
taken over the activities of the 
Burgess Battery Co. in the sale of 
Burgess Radiovisor Bridges (light- 
sensitive cells), vacuum contacts, 
vacuum contact relays, micro relays, 
light control units and other elec- 
tronic devices, as well as the acousti- 
meter line of. the Burgess-Parr Co. 
This move is prompted by the desire 
of the officials of the various Burgess 
industries to concentrate the sale of 
all electronic devices in one organ- 
ization for greater convenience to all 


concerned. 
vV 


Larry E. Coen Joins "Majestic" 
Ranks 


Larry E. Coen, formerly connected 
with the Cincinnati Electric Club, 
the Union Gas & Electric Co., and the 
Union Light, Heat and Power Co., 
has recently joined the Grigsby- 
Grunow Co. in the capacity of direc- 
tor of public utility relations. 


His activity will be that of assist- 
ing the many companies interested 
in the distribution and sale of “Ma- 
jestic” products with the various 
problems confronting a public utility 
in the merchandising field. 





ORDERS 


THAT CALL FOR 


HACK SAW BLADES 


Every order you fill on BX, 
Conduit, Metal Cable, etc., 
demands the use of Hack 
Saw Blades to install. You 
ean get this volume of saw 
business on the 


MILFLEX 
DUPLEX 


PATENTEO U.S.A. 


—ELECTRICIANS— 
SPECIAL 


—a blade designed particu- 
larly for the work of the 
electrical contractor. The 
superior cutting qualities of 
the Duplex with the patent- 
ed self-starting teeth cost no 
more than the ordinary 
blade. Try an initial order 
and profit on repeat sales. 
It’s advertised to your trade 
each month in Electrical 
Contracting. 


TOOTH COMBINATIONS 
18/36 and 24/36 





Fine teeth on forward end 
start cut instantly at any 
angle, 

Complete cut finished by 
regular teeth which do not 
rip out. 











Est. 1876 


Write for full information and 
merchandising plan. 


THE HENRY G. THOMPSON 


& SON COMPANY 








New Haven, Conn. 
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A. E. Snyder is Manager of 

Westinghouse Lamp Sales 

A. E. Snyder, manager of the 
miniature lamp sales department, 
Westinghouse Lamp Co., has been 
appointed manager of both the large 
and miniature lamp sales depart- 
ments, as announced by A. E. Allen, 
vice-president. 





A. E. Snyder 


Snyder was born in Washing- 


Mr. 
ton, N. J., in 1889. After completing 
his education at the Newark Techni- 
cal School and the New Jersey Law 
School, he entered the employ of the 
Westinghouse Lamp Co. at Bloom- 
field, N. J. He was successively pro- 





a Ut 





National advertising 
is building 


2-WATT NEON GLOW LAMP 


‘sales for you... 


Now is the time to tell your customers that you sell 


| 2-watt Neon Glow Lamps—the new, extremely eco- 
| nomical night light for home use. It is now being ad- 


| vertised to the 4,500,000 readers of Collier’s Weekly 
| Good Housekeeping, Parents’ Magazine and Hygeia. 


| And dealers who display it—in windows or on their 
| counters—are reporting increasing sales every day, 
| with a generous margin of profit, too! 


moted to office manager of the engi- | 


neering department; assistant com- 


mercial engineer, 


and manager of | 


the miniature lamp sales department. | 


Mr. Snyder, who is widely known 
throughout the electrical wholesaling 
industry, will retain his headquarters 
in the Westinghouse Lamp Co. ex- 
ecutive offices at 150 Broadway, New 
York City. 

v 
L. M. Grothaus Transferred to 
Milwaukee 

The Allis-Chalmers Mfg. Co. an- 
nounces the transfer of L. M. Grot- 
haus, formerly on the Cleveland, O., 
sales staff of the company, to Mil- 
vaukee, as general representative. 


v 


O. J. Kadel Moves Headquarters. 


O. J. Kadel, district sales manager | 
‘or John I. Paulding, Inc., has moved | 


iis headquarters from Cincinnati, O., 
0 464 Hippodrome Annex, Cleve- 
and, 
hio and Michigan. 


His territory will consist of | 


The 2-watt Neon Glow Lamp is used as a night 
light in bathroom, sick room, nursery, at top and 
bottom of stairways, to light up house numbers, etc., 
etc. Order today! General Electric Vapor Lamp 
Company, 891 Adams Street, Hoboken, N. J. 


L a M "P 





A colorful counter-window eae pare 
with easel is available for dealers. Also 
attractively illustrated folders. Specify 
quantity desired when ordering lamps. 


522 Copr. 1932, General E'ectric Vapor Lamp Co. 


GENERAL @ ELECTRIC 








VAPOR LAMP_ COMPANY 








NAI LNOBS 


MANUFAC TORED SY--: 


KNOX PORCELAIN CORP. 
ANOXVILLE-TENNESSEE. 
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* New Products 
SUPPLIES and EQUIPMENT 











New Lamp for Sign Service 


A new ‘“S-11” Mazda B lamp in the 
six watt size for sign service has the 
same physical dimensions as the 10 
watt, “S-11” lamp, with an intermedi- 
ate screw base and an over-all length 
of two and 5/16 in. Finished with the 
clear bulb or inside colored in red, blue, 
green, yellow, amber-orange, flametint, 
or white, it is available for 110, 115, and 
120 volt circuits. This lamp is particu- 
larly effective in the light colors for 
small signs over the sidewalk where the 
essential requirements are low mount- 
ing, close viewing, high competitive 
brightness and individuality in color and 
design. Write to the General Electric 
Co., Incandescent Lamp Dept., 165, 
Nela Park, Cleveland O. 


Range Panel and Magnetic 
Switch 


This new line of range panels pro- 
vides a combined fuse holder and range 





disconnect unit together with either 
two, four or six branch circuit cutouts 
with plenty of wiring room in a mini- 
mum sized box. These panels can be 
furnished for either flush or surface 
mounting. Flush type are gray finish 
and surface type black enamel. A shield 
covers all live terminals which is easily 
removable for wiring. The type “M-25” 
magnetic switch has a maximum rating 
of 25 H.P. at 550 or 600 V. ac. poly- 
phase. This type of switch can be fur- 
nished in steel or cast iron boxes for 


: 





either Jocal or remote control, or com- 
bined in one box with a manually oper- 
ated disconnect. Write to the Trumbull 
Electric Mfg. Co., Box A, Plainville, 
Conn. 


New Switch and Receptacle Lines 


Number 4961 line of flush tumbler 
switches is made to conquer type “C” 
lamp loads. The manufacturer claims 


f i yj 








for these switches uniformity of per- 
formance, high minimum breakdown 
and extraordinarily long life. The enor- 
mous momentary inrush of current into 
cold type “C” lamps is destructive of 
switch life and calls for switches, such 
as the No. 4961 line, especially designed 
for high duty. The increasing use of 





three-wire polarized devices leads to the 
addition of further units to supplement 
those already offered. The No. 4322 
completed enclosed base, with terminals 
for top wiring for use with grounded 
conductor in circuit wire and covered 
with bakelite plate, of which bosses are 
a part, makes this device meet every ad- 
vanced requirement. Number 4323 is the 
same device with grounded yoke for use 
with amored cable. Write to The Bryant 
Electric Co., Box D, Barnum Station, 
Bridgeport, Conn. 


Knife-Blade Type Renewable 
Fuse 


An entirely new principle of fuse pro- 
tection has been developed in the de- 
sign and construction of the recently 
announced “AE” renewable fuse. The 
abutment contact between the terminal 
pin and renewal link, which is obtained 
by screwing up the cap, eliminates the 
use of nuts, bolts and washers. In oper- 
ation, the expansion of copper pins 





against the renewal link insures maxi- 
mum conductivity. The blade, end plate 
and long pin, together with the corre- 
sponding short renewal link, results in 
a cool operating fuse. True alignment 
of the blades at all times is assured by 
the truss effect created in the mechani- 
cal assembly of the fuse. Write to the 
Associated Engineers Co., Room 635, 
140 S. Dearborn St., Chicago. 


New Line of A.C. and D.C. 
Drum Controllers 


These a.c. and d.c. across-the-line type 
reversing drum controllers for monorail 
hoist, auxiliary machine tool motors and 
miscellaneous applications are made in 
various combinations to meet most re- 
quirements. They are made in two and 
three pole types; with radial or rope 
lever operating mechanism; self-center- 
ing or non-self-centering mechanism; 
and with or without either main line 
limit switch protection or pilot circuit 
interlocks. Construction features in- 
clude: easy operation; small and com- 
pact design; light weight; sturdy drum 
construction; easily removed, non-stub- 
bing contact fingers; slot type mounting 
holes; easy to change from self-centering 
to non-self-centering; and shaft exten- 
sion of six in. beyond both ends of drum 
when rope lever drive is furnished. 
Those types which have pilot circuit in- 
terlocks can be used as a reversing 
switch in conjunction with a separate 
automatic starter or as a magnetic con- 
tactor to provide limit switch selection 
in either direction or magnetic main line 
feature. Write to Cutler-Hammer, Inc., 
261 N. 12th St., Milwaukee, Wis. 
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| De Forest Radio May Absorb 





SHERMAN—— 
BRASS FIXTURE 
CONNECTOR 





Corner View 
U. S. Pat. No. 1352032 


Approved 


End View 


T= Sherman brass con- 
nector is indeed “The Per- 
fect Solderless Connector”. 
It fits all wires, No. 12 and smaller. 
Therefore, only one size is needed. 


Another feature is that the screws 
are non-removable. You and your 
contractor customers know that 
much valuable time is spent in 
looking for screws that drop out 
of connectors. 


Every part—and there are only 
three —is made of heavy brass, 
which cannot rust, thus assuring 
high conductivity. 


Be sure to tell your contractors 
about these features of the Sher- 
man Brass Fixture connector. 


H. B. SHERMAN MFG. CO. 
BATTLE CREEK, MICH. 

















For mor? 
hen 50 years 


- Salts 
1, Solderins 
—teg* . “ Ib F ? 
have bee? a standby 
not for the 
sake of . 
old friendships 
t, because 
pars have been 
of a quality 
that could 


be 
ays 
“iepended — 


ALEX R. 

BENSON, Inc. 

Hudson, N. Y. 
—Since 1873 











Jenkins Television 

Stockholders of both the DeForest 
Radio Co. and the Jenkins Television 
Corp. are being asked by their joint 
President, Leslie S. Gordon, to ap- 
prove a sale of Jenkins assets to the 
DeForest Co. by an exchange of 
stock whereby to effect the cancella- 
tion of inter-company indebtedness, 
a liquidation of the Jenkins Corp. 
and the expansion of the present De- 
Forest Co. under the corporate 
name of DeForest-Jenkins Radio & 
Television Corp. Although both com- 
panies have been operating as sepa- 
rate entities, DeForest owns a con- 
trolling interest in Jenkins, acquired 
several years ago by exchange of 
stock. In protecting its investment 
the DeForest Co. has been obliged to 
finance the Jenkins Corp. of late, re- 
sulting in a growing indebtedness 
which it is now sought to cancel by 
the absorption of Jenkins assets and 
continued activities by an enlarged 
DeForest organization. 


v 


Smiley Leaves Ken-Rad 
From Owensboro, Ky., comes the 
announcement that R. E. Smiley, 
sales manager of the Ken-Rad Corp., 
resigned his position on February 15, 





to join the staff of Erwin, Wasey & 
Co., Ltd., of Chicago. | 















District Lighting Specialist in Atlanta: 
Shaw H. Hardy is district lighting spe- 
cialist in Atlanta, Ga., for the General 
Electric Supply Corp. His territory 
comprises the states of Florida, Georgia, 
the greater part of Tennessee, and a few 
border counties in North Carolina, Vir- 
ginia and Kentucky. Mr. Hardy’s dis- 
trict has made a good start in its ac- 
tivities on the nationwide indoor light- 
ing campaign, which is being put on 
by the General Electric Supply Corp. 
during the months of February, March 
and April. 
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Y PANTHER FRICTION TAPE ; 
Mil THE OKONITE COMPANY _ 





PANTHER 
DISPLAYS 


Offer this attractive 
display carton of 
Panther tape to your 
trade, it will help sales. 
Remember that 
Panther and Dragon 
tapes are cellophane 
wrapped and sealed 
to preserve their fresh- 
ness, the first cello- 
phane wrapped tape 
on the market. 


Hazard 
Insulated Wire Works 


Division of 


The 
Okonite Company 
Passaic, N. J. 
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New Products 


APPLIANCES and SPECIALTIES 











New Line of "Laundry Queen" 
Washers 


The leader of this new line of washers 
will be the “Spin-Dry” which will re- 
tail for $109.50. This washer has the 
100-year “Laundry Queen” washer 
equipment and a new, simple, spinner- 
extractor dryer in place of the cus- 
tomary wringer. It is finished in two 
pleasing shades of blue. The 1932 line 
also includes three submerged agitator 
wringer washers, in the “Regal”, “Mon- 
arch” and “DeLuxe” models, retailing at 
$59.50, $69.50, and $79.50, respectively. 
The “DeLuxe”, illustrated, has a hand- 
some Lovell wringer with oversized bal- 
loon rolls, latest hand rest and safety 
features. All the washer’s metal parts are 
chrome plated or enameled an attractive 
shade of blue. Its large porcelain tub isa 
pleasing mottled blue, a shade lighter 
than the blue of the base. Write to The 
Grinnell Washing Machine Corp., 111 
Main St., Grinnell, Ia. 


New Ceiling Fan with 
Lighting Attachment 


This 1932 ceiling fan differs from the 
“DeLuxe” ceiling fan brought out in 
1931 in the method of attaching the 
lamps and glassware. Instead of mount- 
ing the glassware directly on the lower- 
half of the motor frame as was done in 
the previous model, a separate lighting 
attachment is provided. The new ar- 
rangement permits the use of. any 
standard 10-inch flanged hemispherical 








glassware. The flange of the bowl rests 
against a felt pad where it is held tightly 
by tapered screws and even though 
there may be a considerable variation in 
diameter of the glassware, there can be 
no leakage of light or rattling. In addi- 
tion to its improved appearance over 
previous types of ceiling fans the “De- 
Luxe” has a decided advantage in mod- 
ern low ceiling interiors, as it shows a 
saving of approximately six in. in head 
room from the ceiling to the bottom of 
the glassware. It is furnished in both 
the 36-in. and 52-in. sizes, both sizes 
using 10-in. diameter standard flanged 
hemispherical glassware. Write to Rob- 
bins and Myers Sales, Inc., Springfield, 
Ohio. 


A Recording Phonograph 


The “Pam-O-Graph”, a_ recording 
phonograph, plugs into an ordinary lamp 
socket or wall receptacle. Recording is 





done through a broadcast type of two- 
button carbon microphone suspended in 
an adjustable microphone stand. Sound 
level is shown by means of a Neon bulb 
visual volume indicator. The records 
are aluminum discs and can be used on 
both sides. When played with proper 
bamboo needles, they are practically in- 
destructible. The “Pam-O-graph” comes 
complete with tubes, microphone, mi- 
crophone stand, 15 ft. of microphone 
cable, recording needle, and a package 
of special bamboo playback needles. Write 
to the Samson Electric Co., Canton, Mass. 


Coffee Maker of Improved 
Design 


coffee maker utilizes 
(Pyrex 


model 
the same _ glassware 


“Lido” 
exactly 


brand) that has been used in the Silex 
“Newport” model, but the design of the 
stove is quite new and different. Beauti- 
fully decorated, it can be obtained in 
Finishes 


four, six or eight cup sizes. 





are of pure Butler silver plate or non- 
tarnishing chromium. A _ distinctive 
cover for the lower bowl, allowing for 
its use as a tea maker, is furnished with 
each “Lido” model. Write to the Silex 
Co., Dept. N, Hartford, Conn. 


Improved Designs in 1932 
"Barcol" Fans 


Outstanding changes in the eight-in. 
size of “Barcol” fans are the new alumi- 
num, two-bladed propeller, improved 
motor construction, and a new orna- 
mented base, allowing for greater flexi- 
bility in tilting. The six-in. fan _ will 
continue unchanged except for the im- 
proved motor now used in all “Barcol” 
fans. Three types of the eight-in. fan- 
will be offered: a plain single-speed 
model without a switch; a single-speed 
model with an “off-on” switch mounted 
on the motor case, and a two-speed fan 
with a “high-low-off” regulating switch 
on the motor case. The six-in. will be 
furnished in the single-speed switchless 
type only. All fans are equipped with 
adequate cords and universal two-part 
plugs, capable of being attached to any 
of the generally used lighting fixtures or 
base board receptacles. Each fan is con- 
structed with a keyslot in the metal base 
insert to allow convenient hanging of 
the fan on a vertical surface. The stand- 
ard color of the moulded parts is ma- 
hogany-brown, and, with the exception 
of the aluminum propeller of the eight- 
in. fan, all visible metal parts are cad- 
mium plated. Write to the Barber- 


Colman Co., Dept. 35 PD, Rockford, III. 
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Pin-Plug CONNECTORS 





Write for copy of Cata- 
log ‘‘A’’ — with trade 
discounts. 


“+44 he 





> | 





| 
| 





AND OTHER PROFITABLE ITEMS 


} "pert ng pin-plug connectors are in 
wide demand, are easily sold, re- 
quire little shelf space, and produce 
big profits. They are used for making 
electrical connections to portable light- 
ing units, stage lighting apparatus, 
portable electric tools, etc. Capacities 
range from 5 to 100 amperes, in vari- 
ous types. New design, with spring 
catch, illustrated above. List them in 
your catalog — together with other 
profitable Kliegl items, including: 





Stage Pockets 
Wall Pockets 
Panel Pockets | 
Plugging Boxes 
Footlights 
Borderlights 
Connectors 
ConA Spotlights 
Floodlights 
Aisle Lights 
Music Stands 
Color Mediums 
Stage Cable 
Sundry Supplies 





KLIEGL BROS 


Universat Evectric STAGE LIGHTING CO., Inc. 


32! West 5Oth Srreer 
NEW YORK,N.Y. 














Sales Managers 


Follow-through with your 
salesmen on Mr. Osborne's 
Course in Sales Training with 
the aid of his specially prepared 

Sales Manual. 


order from 
ELECTRICAL 


WHOLESALING 
Price, 25 cents per copy 














SUPERIOR PORCELAIN CO. 


SUPERIOR 
PORCELAIN 
for 
Better 
Installations 


Nail 
Assembled 


Knobs 


Tubes 


Special 
Porcelain 


Cleats 





Write for Prices 


Parkersburg, W. Va. 











| due to 


| wireless electric iron. 


| is not a New England scene. 


Men Available 


Seasoned Sales Executive Available: | 


a re-organization. As _ western 
sales manager for a prominent electrical 
manufacturer he increased sales 


400% 


over | 


from 1919 to 1929. He then was | 


offered and accepted a position with a | 


large electrical wholesaler. In this con- 


nection he supervised all operations of 13 


houses in 11 states. A former executive 
committeeman of the N.E.W.A., he pos- 
sesses a thorough knowledge of electrical 
merchandise and distribution, and has un- 
usually wide acquaintance among electri- 
cal wholesalers, especially in the middle 
west. Available immediately. Address 
Box 33, Electrical Wholesaling. 


Sales Representative: Has operated 
large contracting organization for 15 


years and a wholesale business for two | 


years. Is well acquainted with whole- 
salers, contractors, architects and engi- 
neers in Michigan territory. 
Address Box 32, Electrical Wholesaling. 


v 
Positions Open 


Age 36. | 


District Sales Representatives Wanted: | 


Chicago manufacturer of electrical spe- | 


cialties and 
wishes to appoint strictly high grade 
experienced sales agents in Indianapolis, 
Detroit, Minneapolis, Omaha, Dallas 
and Atlanta. Attractive line backed by 
organization of strongest responsibility 


radio antenna equipment, | 


wants commission salesmen to whole- | 


salers. Applications must state experi- 
ence and gives names of factories now 
represented who will not be written 
until authorized. Address Box 31, Elec- 
trical Wholesaling. 


v 


Latest Trade Literature 


F. A. D. Anprea, INc., Long Island 
City, N. Y.—Among the subjects dis- 
cussed in the January, 1932, booklet 
issued by this company are the “Round- 
the-World” short and normal wave 
radio receiver, 
“Fada” refrigerators and the 





Silo ie a ee ¥ ih a a 


Back to Work after the Storm: No, this 
Wm. G. 
Campbell, commonly called “Bill”, who 
represents the Central Tube Co. in the 
southwestern Pacific states is about to 
start the day’s work in sunny Califor- 
nia after a Los Angeles snow storm. 


the complete line of | 
“Fada” 
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DEALERS ARE 
ORDERING 
EVERY WHERE 


AIRPLANE 







Operation 


Good Profit Per Fan 
Big Volume Sales 


A MONEY MAKER FOR DEALERS 
No sales slump on this fan! It fits 
today’s need of better ventilation 
at low cost. Nets dealers more 
money—a big seller. 1931 greatest 
year. A proven producer. Dealers 
are ordering everywhere. Write for 
proposition. 

Sold Thru Jobbers 
DALLAS ENGINEERING 


CORPORATION 
1118 Hall St. - Dallas, Texas 

















... every 
electrical 


contractor 
on your list 
buys and uses 


a lot of Sheathed 
Cable. . . Alphaduct 
Co's. “SX” is the 
right article for them. 
ALPHADUCT CO. 


136 Cator Avenue 
JERSEY CITY, N. J. 
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KIRKMAN ENGINEERING CORP. 


Fuse Makers Since 1912 
1 DOMINICK STREET NEW YORK 


DISTRICT REPRESENTATIVES 

J. R. O'DONNELL R. L. CUNNINGHAM 
550 Howard Street 600 So. Delaware Ave, 
San Francisco, Calif. Philadelphia, Pa. 
KABERNA & CO. H. W. MacLEOD & CO. 
29 So. Desplaines Street 22 Pittsburgh St. 
Chicago, Illinois Boston, Mass. 

H. KLAG 
Cathedral Mansions 

Pittsburgh, Pa. 
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TYING IN WITH RANGE CAMPAIGNS 


SWANGE CAMPAIGN”—These words are ringing in every live Contractor and Electrical Whole- 
saler’s ears. 


You probably know that the estimated electric range sales for 1932 will be approximately 
175, 000 ranges. 


You also know that the sale of Switches for use with Ranges is one of the lines that has been 
increasing. 
Are you getting a full share of this business? 


Herein are illustrated eight new Trumball types recently placed on the market for specific electric 
range requirements as outlined. 


Acquaint yourself with this new development!!! 











CAT. No, 18822-6W 
Switch—Fuses (Accessible) —Meter— 


AT. No. 19822-4W 
yeios Sequence: Meter—Test Block—Switch—F uses— 
oad. 
3 P. (SN) 60 Amp. Fusible Main and Range Switches. 
Either 2, 4 er 6 branch cutouts. 
Furnished in either Accessible or Sealable Main Fuse 
Types. Top end of box provided with openings to take 
Test Block furnished by Utility Co. Refer Cat. Page 
80-B. 


yan Soomeenes 
Test Links—Load 
3 P. (SN) 60 Amp. Fusible, Main and Range Switches. 
Either 2, 4, or 6 branch cutouts. Box equipped with 
o— Y ty wall for standardized meters. Refer Cat. 
age 80-A. 





CAT. No. 2920 
2 P. 60 Amp. Fusible Range Switch. Fuses are inac- 
cessible until switch is in ‘‘off’’ position. All live 
terminals are covered by a shield readily removable for 
wiring. 
Supplied either Surface or Flush mounting. 





Wiring Sequence: Meter—Test Block—Switch—Load. 
This arrangement desired by some Utilities consists of 
3 P. (SN) 60 Amp. Fusible Main and Range Switches 
with four branch cutouts. Test —. is furnished by 
Utility Co. when desired. Fuses 60 Amp. 
Switches are inaccessible until mwiten is in “off” posi- 
tion. Top end of box provided with knockouts. 





CAT. No. 38722-6W 
Wiring Sequence: Meter—Test Links—Switch—F uses 
(Accessible) —Load. 
3 P. (SN) 60 Amp. Fusible, Main and Range Switches. 
6 Branch Cutouts. Box equipped with shutter end wall 
for standardized meters. Metal Meter Backboard for 
mounting standardized meters. 
aon arenes without Test Links 


use Cat. No. 





CAT. No. 39822-4W 











CAT. No. 928336 


Wiring eceauence: Switch—F uses—Meter—Load. 

3 P. (SN) 60 Amp, Range Switch with 2 branch cut- 
outs. Equipped with either one . two shutters for 
taking standardized meters. Two shutters when indi- 
vidual range and light cireuit acting is desired. 
Equipped with Test Clips. Refer Cat. Page 80. 


CAT. No. 2900-6 


3 P. (SN) 60 Amp. Fusible Range Switch with or 
without either 2, 4 or 6 30 amp. branch cutouts. Fuses 
are inaccessible until switch is in ‘‘off’’ position. All 
live terminals are covered by a shield readily removable 


for wiring. 
Supplied either Surface or Flush mounting. Refer 
Cat. Page 80-C. 


Wiring Sequence: 
1. Switch—Meter—F uses—Load. 
2. Switch—Meter—Test Links—Fuses—Load. 
3 P. (SN) 60 Amp. Fusible Main and Range Switches. 


Either 2, 4 or 6 branch cutouts. 
Furnished in either Accessible or Sealable Main Fuse 


ypes. 
Box equipped with shutter end wall for standardized 
meter. 


THE TRUMBULL ELECTRIC MANUFACTURING CO. 


PLAINVILLE, 


A GENERAL ELECTRIC @ orcanization CONNECTICUT 





For ‘‘Off-the-Floor’’ Sellin g 


Here is a vacuum cleaner retailing fot 
only $39.50 with the quality and fea- 
tures of high priced cleaners—yet there 
is still a good margin for the dealer. 
Read these specifications:—oversize mo- 
tor, air-cooled — dust-proof “enclosed 
unit’ ball bearings—no oiling—fine rug 
adjustment—swivel rear wheel, outrigged 
to preserve perfect balance — non-clog- 
ging dust bag—variable handle lock 
simple handle assembly—interchangeable 
suction-and-blowing connection—super- 
suction motor-driven brush — convex 
elevated rug guard—rubber tired wheels 
quiet operation— and many other 
equally valuable features which make the 
Clements an easy cleaner to sell and 
even easier to keep sold. 
This cleaner and every cleaner manu’ 
factured by Clements is backed by an 
IRON CLAD GUARANTEE. 
The Clements incorporates only the fin- 
est quality materials. It is backed by 21 
years of manufacturing experience. 





HAND CLEANER 


The Clements-junior hand 
cleaner has an oversize mo- 
tor and will clean far more 
effectively than the the aver- 
age hand cleaner. Retails 
for $14.50. 


(adillac 


A QUALITY CLEANER WITH 
A LARGE DEALER MARGIN 


The Cadillac which formerly sold for 
$69.50 through canvassing crew methods 
has now been reduced to $49.50 to sell 
“off-the-floor” or through the dealers’ 
own outside men. And the dealer mar- 
gin permits special sales effort, store-to- 
door selling and trade-ins. 

The new Cadillac offers all the “talking 
points” of its $69.50 predecessor—all the 
features of the Clements—plus ball bear- 
ing brush and “balloon cushion” clean- 
ing action which permits the rug to be 
“ballooned” over an “air pocket” so that 
the brush can gently beat and sweep 
and suction can draw out imbedded dirt 
Cadillac is a beautiful cleaner with silver- 
lettered maroon hand-tailored dust bag, 
maroon handle, maroon electric cord and 
maroon bumper. 


Clements Mfg. Co. 

123 Clements Bldg. 

6650 So. Narragansett Ave. 
Chicago, Illinois. 


Send information, 
ers checked below 


prices ete., of the clean 


Cadillac 
Hand Cleaner 


Clements Jewel 


Sterling Clements 


Street Address 


CItY crccvccccccccee 


Straight-Suction Cleaner 
Reasonably Priced 


The Jewel has long been known for its 
“Perfect Seal”—a feature which insures 
powerful even suction on the rug and 
maximum cleaning efficiency. Although, 
mechanically, this is the same Jewel with 
which Clements became so favorably 
known, it now retails for only $34.50. 
Here are just a few of its many desirable 
features—oversize air-cooled motor—tap- 
ered nozzle points—perfect seal nozzle 
adjustment—light weight—simple handle 
assembly — variable handle lock — non- 
clogging dust bag. 


STERLING 

\ Motor- Driven. Brush 
Cleaner, Light in 
weight, of quality 
construction through 
out, priced very low 
at $36.50. Write for 
our special = promo- 
tional plan. 





non’ 





